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When  Bad  Things 
Happen  to  Good  People 


There  was  good  news  and  bad 
news.  They  arrived  almost 
simultaneously. 

The  good  news  for  me  was 
that  I  had  been  named  new  managing 
editor  of 

The  bad  news  was  that  a  former  college 
classmate  had  been  laid  off  at  The 
Oregonian,  one  of  about  45  newsroom 
employees  given  pink  slips  at  tbe 
newspaper  on  June  20.  He  had  worked 
there  for  some  26  years. 

That’s  how  the  news  business  goes  these 
days.  You  take  the  good  with  the  bad 
and  hope  the  bad  doesn’t  dominate  the 
good.  It’s  kind  of  a  metaphor  for  news  in 
general,  really,  so  perhaps  no  one  in  the 
newspaper  business  should  be  surprised 
when  the  bad  happens  to  them. 

Still,  it’s  tough  to  witness  bad  things 
happening  to  good  people.  It’s  one  thing 
to  be  dismissed  from  a  job  for  poor 
performance,  quite  another  to  be  let  go 
only  because  of  the  bottom  line. 
Journalists  are  taught  to  be  tough.  To 
be  objective  often  means  you  have  to 
be  unaffected  and  thin-skinned.  But 
applying  that  as  a  professional  tenet 
isn’t  the  same  as  applying  that  to  your 
personal  life. 

Of  course  the  world  of  journalism 
isn’t  the  only  one  to  have  been 
adversely  influenced  by  a  downswing 
in  the  economy.  It’s  the  reality  of  doing 
business  in  an  ever-competitive  and 
ever-changing  industry. 

And  so,  what  can  we  do  when  we’re 
knocked  down?  We  can  either  stay 
down,  or  bounce  back  up.  Journalists 
have  learned  that  to  “reinvent  yourself 
isn’t  just  a  cliche  to  avoid  using  when 
writing  a  Sunday  feature  about  the 
Fortune  500  executive  who  lost  her  job, 
only  to  rebound  to  accomplish  great 
things  as  an  entrepreneur.  Indeed,  many 


news  professionals  are  reinventing 
themselves  in  ways  they  probably 
thought  weren’t  possible. 

One  such  person  is  Karen  Kirkpatrick 
Vitt.  A  writer  who  worked  at  The  Orego¬ 
nian  for  nearly  20  years,  Karen  moved  on 
to  become  a  web  content  writer/editor. 
She  currently  works  for  Portland-based 
Zappallas  Inc./  Daily  Insight  Group, 
which  publishes  entertainment  websites 
for  horoscopes,  astrology,  numerology, 
tarot  and  gaming.  Here’s  what  Karen 
wrote  on  her  Facebook  page  on  June  21: 

“Today  I’m  thinking  about  all  my 
longtime  friends  at  The  Oregonian 
who  face  an  uncertain  future ...  Tm 
wishing  you  well,  my  friends.  There’s 
a  big  world  out  here  to  explore 
and  exciting  adventures  ahead  for 
*  you  all.  I  grew  up  (literally)  in  the 
newsroom,  where  I  started  working 
in  the  sports  department  at  age  16 ... 
I  was  raised  (again,  literally)  by  a 
team  of  funny,  caring  sports  writer 
‘dads’ and  so  many  dynamic  folks 
who  helped  shape  the  wompn  I  grew 
into  —  from  my  world  view  to  my 
sense  of  humor  to  my  oxem  career  as 
a  writer.  I  thank  you  all  for  the  20 
incredible  years  I  spent  at  the  1320 
(S.W.  Broadway,  Portland)  building 
with  you.  It  saddens  me  to  know 
it  will  not  be  there  anymore  [it’s 
been  reported  that  The  Oregonian 
will  sell  the  building  and  move  at 
some  point],  but  I’m  thankful  we’re 
moving  into  the  future  with  new 
ways  to  connect  and  work  together 
and  stay  in  touch.  Cheers  and  love  to 
you  all.” 

You  see,  sometimes  the  difference 
between  bad  news  and  good  news  is  just 
a  little  perspective.  —EZ 
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Newhouse  news 

Your  Newhouse  piece  (Shoptalk,  June 
2013)  reflects  scholarship  and  was  cogent. 
The  Newhouse  group  has  never  been 
exposed,  and  its  ability  to  portray  itself 
as  being  run  by  journalists  is  mind-bog¬ 
gling.  Hope  you  write  additional  articles. 

Thank  you  for  your  excellent  work. 

JOHN  E.  FERRIS 

SYRACUSE,  N.Y. 

A  telling  example 

I  very  much  enjoyed  your  Shoptalk  article 
printed  in  June’s  Editor  ef  Publisher.  As 
an  editor  at  a  small-town  weekly  newspa¬ 
per,  I  agree  with  your  contention  that  the 
Newhouses  are  simply  milking  their  busi¬ 
ness  dry  and  planning  to  sell  the  bones  for 
bargain  bin  prices. 

My  paper  is  located  in  Central  Pennsyl¬ 
vania,  near  Hershey,  and  we  are  in  direct 
competition  with  another  Newhouse- 
owned  paper.  The  Patriot  News,  which 
recently  went  to  a  three-day  home  delivery 
schedule.  I  found  it  puzzling  that  that  was 
not  included  in  your  article  and  was  won¬ 
dering  if  I  was  missing  something? 

In  fact,  I  noticed  the  Patriot  News  has 
been  omitted  in  many  discussions  con¬ 
cerning  the  demise  of  daily  papers  and,  in 
particular,  the  poor  business  practices  of 
the  Newhouse  family.  I  find  the  story  of 
the  Patriot  News'  demise  to  be  the  most 
dramatic  to  tell,  simply  because  David 
Newhouse  lives  in  the  very  community  his 
paper  serves  and  seems  completely  unin¬ 
terested  in  its  success  (or  lack  thereof). 
DREW  WEIDMAN 

ASSISTANT  EDITOR,  THE  SUN,  HUMMELSTOWN,  PA. 

Newhouse  Family  Greed 

I’ve  experienced  and  witnessed  the  unfold- 


Illustration  by  Jared  Boggess 
ing  of  The  Plain  Dealer  over  the  past  decades 
(Shoptalk,  June  2013).  It  used  to  be  a  true 
family-owned  business  when  the  Vail  family 
had  ownership.  As  an  employee,  one  felt  like 
part  of  a  large  caring  family.  That  went  out 
the  door  completely  when  the  Newhouse 
family  wielded  the  reins  of  ownership.  They 
made  money,  and  a  lot  of  it,  just  not  enough. 
It  is  a  sad  day  when  a  150+ year  tradition  is 
,  wiped  out  due  to  the  greed  factor. 

JOHN  LEHMAN 

Submitted  on  editorandpublisher.com 

Paper  stands  the  test  of  time 

Responding  to  the  comment  that  newspa¬ 
per  public  notice  is  “prohibitively  expen¬ 
sive”  compared  with  online  (Comments, 

;  June  2013),  let  me  say  that  you  get  what 
:  you  pay  for. 

Few  will  read  an  online  public  notice. 

We  did  a  head-to-head  test  of  newspaper 
legal  notices  vs.  Internet  legal  notices  in 
Darlington  County,  S.C.,  a  few  years  back. 
The  newspaper  notice  outperformed  the 
Internet  notice  by  a  7-to-l  margin.  If  public 
•  notices  are  handed  over  to  the  Internet,  it 
:  will  be  the  end  of  public  notices  and  a  blow 
;  to  open  government  and  transparency. 

And  the  security  of  a  printed  newspa- 
^  per  ad  is  a  major  plus:  it  can’t  be  hacked 
i  or  changed. 

WILLIAM  C.  ROGERS 

EXECUTIVE  DIRECTOR,  S.C.  PRESS  ASSOCIATION/ 
S.C.  NEWSPAPER  NETWORK^ 

Send  IIS  comments  ■■■ 

^1  ed@editorandpublisher.com 

B  “Comments,”  Editor  &  Publisher, 
17782  Cowan,  Suite  C,  Irvine,  CA  92614. 

Please  indude  your  name,  title,  dty  arxi  state,  and  email 
address.  Letters  may  be  edited  for  all  the  usual  reasons. 
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Smarter  Images 

Stipple  protects  photos  with  embedded  data 

By  Nu  Yang 


AS  more  images  go  e  stipple 
viral  online,  publish¬ 
ers  and  their  photog¬ 
raphers  have  a  harder 
time  keeping  track  of  where  their 
images  are  being  shared.  Enter 
Stipple,  a  San  Francisco-based 
company  offering  a  free  service 
that  allows  any  brand  or  photogra¬ 
pher  to  tag  images  with  data  that 
stays  with  the  images  wherever 
they  go. 

“Stipple  creates  a  unique  finger¬ 
print  filled  with  the  photo’s  meta¬ 
data,”  said  vice  president  of  images 
Paul  Melcher.  “That  fingerprint  is 
recognized  wherever  it’s  published. 

If  the  information  is  stripped  out 
of  a  photo.  Stipple’s  technology  re¬ 
assigns  it,  so  the  data  is  never  lost.” 

The  United  Kingdom  recently 
passed  the  Enterprise  and  Regulatoiy  Reform  Act  on 
orphan  works,  meaning  any  images  found  online  without 
identifying  information  can  be  used,  even  commercially. 
Anyone  using  the  work  as  an  orphan  has  to  show  that  a 
thorough  search  for  the  rights-holder  was  conducted.  If  a 
rights-holder  can’t  be  found,  the  person  who  wishes  to  use 
an  orphan  work  has  to  apply  and  pay  for  a  license.  Melcher 
said  this  same  act  is  “hovering  around”  in  the  U.S. 

Along  with  the  metadata,  Melcher  said  Stipple  provides 
a  wide  variety  of  tags,  including  shopping  links,  embedded 
videos,  maps  and  locations,  and  social  media.  To  activate  the 
information,  hover  your  mouse  over  the  dots  in  the  image 
and  a  small  window  appears.  Links  and  videos  stay  in  the 
photo,  so  web  traffic  never  leaves  the  original  site.  In  mobile 
devices,  just  touch  and  tap  the  image  to  access  the  data. 

Head  of  distribution  Stephanie  Palmer  said  what’s  inside 
the  photo  is  the  core  of  Stipple’s  business.  She  said  many  of 


the  7,500  publishers  she  works  with  view  the  data  protec¬ 
tion  as  a  “security  blanket.” 

Another  bonus  for  publishers  is  the  opportunity  to  earn 
money  through  their  images.  With  Stipple  Shopping,  con¬ 
sumers  are  able  to  explore,  compare  and  purchase  products 
in  an  image.  Palmer  said  the  brand  and  advertising  aspect 
attracts  publishers  to  Stipple. 

Publishers  also  have  access  to  an  analytics  dashboard  that 
keeps  track  of  which  pieces  of  data  are  being  clicked  on  the 
most  and  where  the  images  are  being  shared.  It’s  also  easy 
to  integrate  Stipple  on  their  site.  Just  copy  and  paste  a  few 
lines  of  code  and  it’s  ready  to  use. 

By  giving  control  back  to  their  images.  Palmer  said  Stipple 
provides  publishers  several  benefits.  “One,  it  drives  revenue 
in  an  accurate  and  engaging  fashion;  two,  it  increases  user 
engagement;  and  three,  it  increases  traffic.” 

For  more  information,  visit  stipple.com. 
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Proving  Digital  Works 


Second  Street's  Promotions  Lab  offers 
industry  news  and  analysis 


If  you’re  looking  for  evidence 
that  digital  is  making  money 
for  publishers,  check  out 
Second  Street’s  Promotions 
Lab.  A  provider  of  private-label 
online  promotions  platforms  for 
media  companies  and  brands, 
Second  Street  launched  the  website 
(secondstreetlab.com)  in  March. 
Visitors  can  read  about  trends,  case 
studies  and  best  practices  provided 
by  Second  Street’s  team  of  contest¬ 
ing  and  deal  experts  as  well  as  other 
industry  leaders. 

According  to  Borrell  Associates, 
online  promotions,  such  as  contests, 
deals,  coupons  and  sweepstakes, 
are  expected  to  reach  $80  billion  by 
2017.  Second  Street  president  and 
co-founder  Matt  Coen  said  newspa¬ 
pers  are  in  the  best  position  to  bring 
in  new  business  and  customers 
through  this  platform. 

"Newspapers  can  promote  a 
promotion  through  their  brand  and 


website,  through  their  email  data¬ 
base,  or  on  social  media,"  he  said. 
‘‘They  have  the  audience." 

Coen  said  the  lab  helps  publish¬ 
ers  in  several  categories,  including 
driving  revenue,  building  a  database, 
growing  an  audience  and  executing 
promotions.  Each  of  these  categories 
ties  in  together,  creating  success¬ 
ful  campaigns  that  have  worked 
with  publishers.  Topic  examples 
include  "U  Tips  for  Selling  Football 
Ftomotions"  and  “Six  Tips  for  Selling 
Facebook  Contests,"  and  visitors 
can  learn  how  the  Fresno  (Calif.)  Bee 
generated  $50,000  from  a  Summer 
Fun  deals  store. 

The  lab  also  provides  promotion 
ideas  for  sporting  events,  holidays, 
deals  and  email  marketing.  Coen 
said  a  popular  resource  is  the  30 
Contest  Ideas  in  30  Minutes  webinar 
that  shares  the  most  successful  and 
best  practices  that  have  worked  for 
online  promotions. 


“Newspapers  can 
promote...through  their 
brand  and  website, 
through  their  email 
database,  or 
on  social  media.” 

^Matt  Coen 


Anyone  can  access  this  inf  orma- 
j  tion.  Coen  said,  ‘  ‘We  wanted  to  keep 
I  it  open  because  we  believe  in  this  in- 
i  dustry  so  strongly...the  industry  can 
i  benefit  from  this  knowledge."  Coen 
I  also  thanked  his  media  partners  for 
'  being  sO  "open  and  transparent  with 
what’s  working  for  them." 

"They  recognize  that  by  providing 
this  information  they  can  give  alittle 
and  gain  a  lot  back,"  he  said. 

When  talking  to  publishers,  Coen 
said  many  of  them  say,  "Show  us 
how  to  do  it."  The  lab  is  Second 
Street’s  answer  to  that  request. 

I  ‘  ‘The  lab  focuses  on  the  results,’ ' 

!  he  said.  "It’s  not  based  on  what  we 
I  think:  it’s  what  we  know.  You  see  in 
I  real  time  what’s  working  and  we’re 
I  happy  to  share  it  with  the  industry." 

The  lab  welcomes  submissions 
from  guest  contributors  who  want 
to  share  their  experiences  and  per¬ 
spectives  with  online  promotions. 
They  can  be  sent  to  marketing(a 
secondstreet.com.  -NY 
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Before  Photoshop 


Baltimore  Sun  photo  archives  reveal  cropmarks 

A  newspaper’s  job  is  to  report  the  truth  in  its  copy  and  its  visu¬ 
als,  but  some  Baltimore  Sun  photos  from  the  1920s  to  the  1970s 
prove  there  was  more  than  meets  the  eye  when  they  show  how  the 
Sun  used  to  edit  images  before  they  made  it  to  print. 

The  photos  were  part  of  an  exhibit  at  the  University  of  Maryland,  Baltimore 
County  this  spring  called  “A  New  Context”.  Images  were  grouped  into  catego¬ 
ries,  such  as  Icons,  Body  Language,  and  Competition,  and  offered  an  inside 
look  at  how  newspapers  marked-up  and  wrote  instructions  on  prints  back 
when  photographers  used  film  cameras. 

The  exhibition  was  curated  from  pieces  collected  from  the  Sun  archives 
housed  in  UMBC’s  Special  Collections  in  the  Albin  O.  Kuhn  Library.  About 
750,000  prints,  negatives  and  transparencies  dating  from  the  1930s  through 

the  1980s  are 
contained  in  the 
photography  collec- 
tion.-Ny 


Investigative 
Journalism 
Group  Sounds 
Alarm  Over  State 
Budget  Action 


Facing  eviction 

from  its  offices  at 
the  University  of 
Wisconsin-Madison, 
the  Wisconsin  Center  for 
Investigative  Journalism  is 
"mounting  an  aggressive 
response,"  according  to  a 
report  in  the  Milwaukee 
Journal  Sentinel 
The  center  receives  no  direct 
funding  from  the  state  of 
Wisconsin,  but  the  state's  Joint 
Finance  Committee  recently 
added  a  provision  to  the  state 
budget  prohibiting  the  center 
from  occupying  facilities  owned 
or  leased  by  the  university.  UW 
employees  are  also  prohibited  * 
from  working  with  the  center. 

The  center's  executive 
director  Andy  Hall  told  the 
Journal  Sentinel  that  he  did 
not  know  what  precipitated 
the  provision,  although  a 
recent  commentary  posted  by 
one  of  the  center's  reporters 
drew  attention  to  donations 
accepted  by  state  politicians 
from  school  choice  supporters. 
State  Assembly  Speaker  Robin 
Vos  told  the  paper  that  he  did 
not  want  taxpayer  support  to 
go  to  the  investigative  center 
because  he  believed  the  center 
to  have  a  bias. 


^In  the  pre-digital 
age,  editors  would 
mark  up  photos 
for  print  like  this, 
which  appeared  in 
the  Baltimore  Sun. 
This  photo  was  part 
of  a  spring  exhibit 
at  the  University  of 
Maryland,  Baltimore 
County  called  “A 
New  Context”. 


food-insecure 


(adjective) :  not  having  consistent  access  to  food 


“Because  the  situation  is  this:  17  percent  of  chiidren  in  the  United 
States  are  obese,  16  percent  are  food-insecure  (this  means  they  have 
inconsistent  access  to  food),  and  some  number,  which  is  impossibie  to 
naii  down,  are  both.” 

-Mark  Bittman,  Hew  Yorit  Times,  Dec.  25, 2012 
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Need  a  New  One? 


AUTOMOTIVE 
VERTICAL  PLATFORM 


AutoConX  \s  your  answer!  We  have  a  robust,  yet  affordable, 
turn-key  solution  that  will  put  you  in  the  driver’s  seat  with 
your  local  automotive  dealers  -  just  as  we  have  already 
done  for  hundreds  of  papers  throughout  the  U.S. 

Our  entire  system  is  designed 
by  print  publishers,  for  print  publishers. 


SYSTEMS 


Go  ahead,  kick  our  tires. 
You’ii  be  giad  you  did. 

autoconx.com  800-944-3276 
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Tomoe’s  Corner 
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South  Dakota 
Publisher  Raises 
Funds  to  Build 
Memorial  Site 


In  July  2012,  a  plane 
carrying  members 
of  a  North  Carolina 
National  Guard  unit 
crashed  in  southwest 
South  Dakota  as  they 
fought  a  wildfire.  Four 
crew  members  were 
killed  and  two  others 
were  injured.  As  the  first 
anniversary  of  the  crash 
approached,  Charles 
Najacht  told  the  Shelby 
(N.C.)  Star,  he  wanted  to 
do  something  to  honor 
those  who  lost  their  lives. 
Najacht  is  publisher  of  the 
Custer  County  Chronicle, 
a  weekly  newspaper 
based  about  20  miles 
from  the  site  of  the  plane 
crash.  Najacht’asked  for 
help  from  the  community 
and  donations  came  in, 
totaling  more  than  $3,700. 
On  July  1,  two  large  signs 
were  dedicated  on  Na¬ 
tional  Forest  Service  land 
as  a  memorial. 


>  The  Louisville  Courier-Journal  and  Times  copy  desk  carried  on  under  candlelight, 
only  to  have  power  fail  a  few  hours  later  and  their  loyalty  go  for  naught  while  trying 
to  work  during  a  freak  flood  of  the  Mississippi  River  that  wreaked  havoc  on  the  Ohio 
Valley.  This  photo  originally  appeared  in  the  January  30, 1937  edition  of  E&P. 
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{legal  briefs} 


Judge  forbids  Iowa 
reporter  from  taking 
notes  during  trial 

According  to  the  Daily  Times  Herald 
in  CanoU,  Iowa,  a  judge  has  barred  a 
Times  Herald  reporter  from  taking 
notes  at  a  vehicular  homicide  trial. 
District  Judge  James  Richardson 
said  a  reporter ;s  scrawls  could  ‘‘in¬ 
fluence  the  jury  in  that  they  might 
think  something  is  important  if 
they  see  me  writing,"  reporter  Jared 
Raney  said.  Raney  said  Judge  Rich¬ 
ardson  told  him  to  file  an  expanded 
media  request,  which  is  commonly 
required  to  use  cameras,  camcord¬ 
ers  and  other  electronic  devices  in 
Iowa  courtrooms,  if  Raney  wanted 


to  take  notes  on  paper.  Such  re¬ 
quests  often  take  more  than  a  week 
to  gain  approval.  Chief  Judge  Jeffrey 
Larson,  who  oversees  Richardson’s 
court  district  of  nine  western  Iowa 
counties,  said  he  tried  twice  to  per¬ 
suade  Richardson  to  reverse  his  rule 
about  taking  notes  but  was  not  suc¬ 
cessful.  Lawyers  that  represent  the 
Iowa  Newspaper  Association  and  its 
member  newspapers,  including  the 
Times  Herald,  have  asked  Richard¬ 
son  to  reconsider  the  rule. 

Alaska  Dispatch  awarded 
$85K  in  legal  fees 

As  reported  in  the  Alaska  Dispatch, 
an  Alaska  Superior  Court  judge  has 


I  \ 


ordered  Alaska  Tea  Party  politi¬ 
cian  Joe  Miller  to  pay  more  than 
$85,000  of  the  online  newspaper’s 
attorney  fees  and  costs  stemming 
from  the  news  organization’s  2010 
lawsuit  to  make  public  MiDer's 
employment  records  during  his 
time  as  a  part-time  government 
lawyer.  The  Dispatch  had  already 
won  the  suit,  arguing  that  Miller's 
records- which  detailed  episodes 
of  misconduct  for  which  he  was 
punished  and  barred  from  rehire 
for  three  years-shpuld  be  avail¬ 
able  for  Alaska  voters  to  review.  At 
the  time.  Miller  was  a  Republican 
candidate  in  a  three-way  race  for 
the  U.S.  Senate. 
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said,  referring  to  his  hometown  of 
Palmer,  Neb.,  where  the  population 
is  under  500.  “It’s  still  a  mom-and- 
pop  thing.” 

Although  Happ  doesn’t  have  much 
journalism  experience,  he  did  work 
as  a  communications  assistant  for 
the  mayor’s  office  in  Omaha  while 
he  was  in  school.  But  Happ  doesn’t 
see  his  age  and  lack  of  experience  as 
hindrances.  “It’s  more  of  a  catalyst 
to  success,”  he  said.  “Newspapers 
have  also  turned  the  digital  corner 
in  the  last  10  years  and  I  think  that 
helps  me.” 

Happ  added,  “When  I  went  to 
school  in  Omaha,  I  really  embraced 
urban  living.  Moving  back  to  rural 
America  was  a  shock  to  everyone,  but 
I  still  have  my  hometown  values.” 

By  purchasing  the  local  newspaper, 
Happ  said  he  was  “reinvesting  in  the 
community.”  Happ  even  converted 
the  back  room  of  the  Beacon-Observer 
building  where  the  printing  press 
used  to  be  into  his  apartment. 

As  the  paper’s  only  staff  member, 
Happ  said  some  of  his  challenges 
include  trying  to  fill  eight  pages  with 
content  and  ads.  According  to  Happ, 
the  paper  serves  10  towns,  three 
counties  and  six  schools.  Still,  he 
would  like  to  expand  coverage  to  sur¬ 
rounding  area  communities,  and  he 
prefers  “quality  over  quantity,”  which 
is  why  he  chooses  not  to  publish  any 
syndicates.  He  also  plans  to  redesign 
the  paper  in  the  future. 

With  a  few  issues  under  his  belt, 
Happ  said  he  is  aware  of  the  obstacles 
the  industry  is  facing,  but  he  feels 
“newspapers  have  been  tested,  but 
they  have  survived  so  much.  You  just 
have  to  find  the  niche  of  where  it  be¬ 
longs  and  tell  the  stories  that  no  one 
else  wants  to  tell,”  he  said. 

When  asked  if  he  had  a  five-year 
plan,  Happ  said  he  actually  had  a  six- 
year  plan.  “I  want  to  expand  the  busi¬ 
ness  and  buy  more  papers,  remain 
fiscally  stable,  and  get  a  dog  and  raise 
a  family.”  —NY 


21-year-old  buys  his  first  newspaper 


graduated  from  Creighton  University 
(Omaha,  Neb.)  in  May.  That  same 
month,  Happ  put  out  his  first  edi¬ 
tion  as  owner.  The  Beacon-Observer 
is  published  every  Thursday  with  a 
circulation  of  600. 

Even  though  Happ  studied 
political  science  and  theology  in 
school,  he  said  he  has  always  been 
“fascinated”  with  the  newspaper 
world.  “Newspapers  are  still  a  big 
thing  from  where  I  come  from,”  he 


Most  college  students 

spend  their  spring  break 
in  exotic  locations. 
Michael  Happ  spent  his 
vacation  this  year  buying  a  news¬ 
paper  in  rural  Nebraska.  In  March, 
Happ,  21,  learned  the  Elm  Creek 
(Neb.)  Beacon-Observer  was  for  sale. 
He  contacted  owners  Bob  and  Penni 
Jensen  and  12  hours  later,  made 
them  an  offer.  The  Jensens  contin¬ 
ued  to  publish  the  paper  until  Happ 
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►  MicliaerMcCollun^  T/ic  (Stockton,  Calif.)  Record 

Ross’  and  Cana^  Geese  tak^Hght  at  the  San 

Joaquin  River  National  Wildlife  Refuge  rlShhe'ast  of  Vernalis, 

Calif.  There  were  thousands  takfhy^  break  in  the  Stubblefield 
off  of  Beckwith  r3^,  nflffWBfi  Highway  132,  east  of  Highway  5, 


Send  us  your  photos!  E&P  welcomes  reader 
submissions  for  our  Photo  of  the  Month. 
nu.yang@editorandpublisher.com. 


,  J 


( 


rcritical  thinking 

J-school  students  and  industry  vets 
tackle  the  tough  questions 


►  If  you  have  a  question  you  would  like  to  t 
see  addressed,  please  send  it  to  5 

nu.yang(a)editorandpublisher.com.  | 


QIn  May,  the  Chicago  Sun-Times  laid  off  its  entire  photo  staff,  stating 
^  it  would  now  rely  on  freelancers  and  reporters  for  photos  and 
i  videos.  By  letting  go  of  an  entire  department,  do  you  think  the  cost 
savings  will  justify  the  potential  decrease  in  the  quality  of  work? 


After  the  Chicago 
Sun-Times  laid  off  its 
*  entire  28  person  pho¬ 
tography  staff  in  May,  it  became 
victim  to  yet  another  shrinking 
newsroom.  Thinking  about  this, 
and  trying  to  remember  my  ini¬ 
tial  reaction  several  months  ago. 

I’m  reluctant  to  admit  I’m  not  as 
distraught  as  I  should  be.  Maybe 
I’ve  grown  to  accept  this  type  of 
behavior  from  news  organiza¬ 
tions.  After  all,  this  is  embracing 
the  art  of  backpack  journalism 
we’re  preparing  for  in  school. 

I  imderstand  the  power  of  a 
perfect  photograph.  “Tank  Man” 
gave  hope  to  China,  “Migrant 
Mother”  evoked  sympathy  and 
compassion  for  indigent  families 
during  the  Great  Depression, 
and  photos  of  brutality  during  the  Vietnam  War  significantly 
altered  public  opinion.  These  are  only  three  of  many  examples 
of  how  a  photo  can  change  the  world.  No  amoimt  of  written 
words  can  replace  the  influence  of  an  emotional  image. 

With  that  being  said,  without  professional  photographers, 
the  quality  and  impact  of  their  images  will  suffer.  A  pho¬ 
tograph  taken  on  a  reporter’s  phone  will  not  be  winning  a 
Pulitzer  Prize  anytime  soon. 

But  newspapers  all  across  the  country  are  making  difficult 
decisions,  and  it’s  hard  to  critique  the  Chicago  Sun-Times 
without  looking  at  their  budget  and  seeing  what  a  depart¬ 
ment  gains  from  the  layoffs.  If  more  money  now  goes 
towards  hiring  and  financing  more  investigative  reporters,  I 
don’t  think  the  quality  of  their  work  will  decrease.  For  break¬ 
ing  news,  yes,  a  professional  photo  is  necessary.  But  I’d  much 
rather  have  more  hard-hitting  content  on  a  daily  basis. 

My  heart  goes  out  to  the  photographers  who  lost  their 
job,  but  if  someone  knew  exactly  what  decisions  needed  to 
be  made  in  order  to  stop  newspapers  from  sinking,  none 
of  us  would  be  in  this  situation.  Being  one  of  the  few  cities 
with  competing  newspapers,  itll  be  interesting  to  see  what 
happens  next. 


Newspapers  can’t 
cut  their  way  to 
prosperity,  maintain 
quality  and  expect  to  survive. 

While  small  community  news¬ 
papers  like  ours  have  long  relied 
on  reporters,  freelancers  and 
even  more  recently  readers  for 
photos,  there’s  a  higher  expecta¬ 
tion  of  quality  for  metro  dailies. 

Gradually,  readers  will  notice 
and  knowledge  of  the  communi¬ 
ty  that  makes  good  newspapers 
so  good  will  fade  and  that  will 
be  reflected  on  the  news  pages. 

Tablets  have  revived  still  pho¬ 
tography  and  that’s  something 
newspapers  ought  to  be  taking 
advantage  of  instead  of  retreat¬ 
ing.  Photojournalism  is  an  art. 

As  someone  who  got  his  start 
in  the  business  with  a  Pentax 
KlOOO  in  high  school  before 
graduating  to  Nikons  and 
200mm  F2  lenses  shooting  high  school  football,  school  bus 
wrecks  and  fires,  I  can  appreciate  a  good  photograph.  Good 
photography  makes  a  front  page  and  a  single  photo  can 
so  powerfully  tell  a  story.  We’ve  always  designed  our  front 
pages  around  the  art.  The  best  art  dictates  our  layout. 

Technology  has  most  certainly  changed  how  we  do  busi¬ 
ness.  An  editor  at  one  of  our  newspapers  shot  a  magazine 
cover  with  his  iPhone  and  nobody  could  tell  the  difference. 
The  ease  of  transmission  between  readers  and  newspapers 
is  amazing.  At  one  of  our  newspapers,  we  received  hun¬ 
dreds  of  reader-submitted  photos  from  Facebook  posts 
after  a  big  snow  and  put  many  of  them  in  print  the  next 
issue.  One  of  the  reader-submitted  snow  photos  was  lead 
art  —  because  it  was  the  best  art. 

No  newspaper  would  ever  consider  letting  the  newsroom 
go  and  outsourcing  reporting,  so  why  photography?  Pictures 
are  too  central  to  the  stoiy  to  be  relegated  to  a  line-item  that 
can  be  eliminated.  In  my  opinion,  you’re  plucking  out  the 
patient’s  eyes  when  a  pair  of  reading  glasses  would  do. 


Matthew  Dotray,  22 

senior,  Texas  Tech  University 
(Lubbock,  Texas) 


Dotray  is  a  dauMe  major  in 
journalism  and  political  science. 
For  two  semesters,  he  covered 
administration  and  anything 
related  to  politics _^The  Daily 
Toreador,  Tech’s  newspaper. 

He  is  desperately  seeking  an 
out-of-state  internship  far  the 
upcomingfall  semester. 


James  E.  “Jim" 
Prince  m,  49 

editor  and  publisher. 
The  Neshoba  Democrat 
(Philadelphia,  Miss.) 


Prince  is  president  of  Prince 
Newspapers  and  is  cur¬ 
rently  serving  a  second  term 
as  president  of  the  Mississippi 
Press  Association,  He  began  his 
newspaper  career  at  the  Demo¬ 
crat  working  summers  during 
high  school.  An  award-win¬ 
ning  journalist,  he  has  worked 
at  newspapers  in  Florida, 
Alabarrui  and  Mississippi. 
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Call  For  Entries 

Honoring  the  Media’s  Best  Websites  and  the  People  Who  Create  Them 


EPPYS™  Defined 

The  EPPY™  Awards,  presented  by  Editor  &  Publisher,  honor  the  best  media-affiliated  websites  across  31 
diverse  categories.  Now  in  its  1 8th  year,  this  international  contest  has  broadened  its  scope  and  also 
includes  categories  for  news  stories,  blogs,  videos,  webcasts,  advertising/marketing,  photography  and 
community  service. 

Entries  to  the  EPPY™  Awards  are  judged  by  a  panel  of  notable  figures 
in  the  media  industry,  chosen  by  the  staff  of  Editor  &  Publisher. 

EDITORer  PUBLISHER. 

Enter  beginning  June  4  at  eppyawards.com  editorandpubiisher.com 


For  more  information,  please  contact: 

Martha  McIntosh  at  martha@editorandpublisher.com 


DEADLINE: 

Aug.  30,  2013 


Source:  Reynolds  Journalimn  Institute 


Percent  of  Smartphone 
News  Consumers  Who 
Downloaded  One  or 
More  News  Apps 

Source:  Reynolds  Journalism  Institute 
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Smartphones  are  so  2012, 
so  what’s  next? 


Look  for  targeted  information  on  platforms 
ranging  from  eyewear  to  underwear 


By  Alan  D.  Mutter 

With  more  than  half 
of  the  population 
packing  smart¬ 
phones  and  tablet 
penetration  not  far  behind,  it’s  time  to 
start  thinking  about  the  next-gener¬ 
ation  mobile  devices  that  will  further 
disrupt  the  media  landscape. 

The  next  wave  of  mobile  devices  will 
change  media  creation  and  consump¬ 
tion  -  and  therefore,  economics  -  by 
autonomously  delivering  unprec¬ 
edented  levels  of  personally  relevant 
information  to  consumers  after  cap¬ 
turing  such  disparate  digital  data  as 
home  energy  consumption,  individual 
vital  signs  and  even  the  amount  of 
milk  left  in  the  refngerator. 

Thanks  to  increasingly  intelligent 
artificial-intelligence  algorithms,  the 
active  and  passive  digital  breadcrumbs 
you  generate  each  day  will  be  mixed 
with  Big  Data  collected  over  time  - 
your  demographics,  location,  credit 
rating,  upcoming  airline  reservations, 
music  preferences,  Amazon  purchases 
and  last  oil  change  -  to  deliver  pre¬ 
cisely  targeted  information  on  entirely 
new  platforms  ranging  from  eyewear 
to  underwear. 

The  next  mobile  wave,  which  will 
make  today’s  info-  and  ad-delivery 
infrastructure  look  as  clunky  as  the 
cellphones  once  powered  by  briefcase¬ 
sized  batteries,  will  include  such 
heavily  hyp)ed  products  as  Google 
Glass  and  what,  until  further  notice, 
well  call  the  iWatch.  Following  closely 
behind  them  in  the  marketplace,  any 
number  of  nascent  mobile  devices  will 
monitor  everything  from  your  weight¬ 
lifting  ergonomics  to  the  barometric 


pressure  in  your  office. 

Becoming  commercially  available 
in  the  near  future,  Google’s  high-tech 
spectacles  will,  among  other  things,  let 
you  make  calls,  take  pictures,  search 
for  information,  exchange  email  and 
manage  your  calendar.  At  the  same 
time,  a  steady  flow  of  maps,  traffic 
alerts,  headlines,  stock  prices,  social- 
network  updates,  advertising  and  oth¬ 
er  useful  information  will  flash  before 
your  eyes.  Because  the  glasses  will  be 
controlled  with  voice  commands,  you 
won’t  have  to  take  your  hands  off  the 
wheel  or  out  of  your  pocket  to  fumble 
for  your  phone. 

Although  the  latest  Android  phone 
from  Samsung  still  has  to  be  plucked 
from  your  pocket,  you  can  control  it 
with  a  number  of  touch-free  gestures. 
In  one  neat  trick,  the  articles  on  the 
phone’s  screen  automatically  scroll  up 
and  down  by  following  the  motion  of 
your  head  as  you  read.  Analysts  believe 


this  system  is  a  precursor  to  the  day 
when  the  phone  actually  follows  your 
eyes,  so  it  knows  what  you  are  reading 
and,  of  course,  how  long  you  lingered 
on  the  BMW  ad. 

While  the  long-rumored  iWatch  has 
yet  to  materialize  from  Apple  (assum¬ 
ing  it  ever  does),  a  number  of  early 
movers  in  the  smartwatch  space  are 
delivering  much  of  the  same  func¬ 
tionality  planned  for  Google  Glass.  In 
addition  to  communications  capabili¬ 
ties  far  surpassing  those  imagined  by 
Dick  Tracy’s  Two-Way  Wrist  Radio, 
many  smartwatches  are  packed  with 
biosensors  to  monitor  the  full  range  of 
your  vital  signs. 

Seeking  to  measure  fitness  in  a  more 
intimate  fashion.  Under  Armor  is  de¬ 
veloping  workout  clothes  that  monitor 
heart  rate,  speed,  calories  burned  and 
other  metrics  that  you  can  plot  and 
ponder  over  time.  Who  cares?  Well,  a 
separate  application  called  My  Fitness 
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Plan  reported  in  May  that  its  traffic 
in  six  months  increased  tenfold  to  53 
million  hits  a  month. 

Apart  from  devices  you  might  wear, 
wireless  data-grabbing  gizmos  will 
be  available  at  every  turn  in  your  life. 
Samsung  is  shipping  a  smart  refrig¬ 
erator  that  tracks  the  contents  to 
update  your  shopping  list,  as  well  as 
suggesting  recipes  for  whatever  may 
be  spoiling  inside.  The  Nest  home 
energy  system  not  only  regulates  the 
environment  according  to  your  living 
patterns  (dialing  down  the  heat  when 
you  sleep  late  on  Sunday)  but  also  de¬ 
livers  detailed  data  energy  use  so  you 
can  manage  the  household  budget. 

Kia  offers  an  iPhone  app  that  provides 
maintenance  alerts  and  makes  service 
appointments  -  imd,  best  of  all,  re¬ 
members  where  you  parked  the  car. 

Beyond  the  devices  you  elect  to 
acquire  on  your  own,  your  movements 


are  tracked  by  a  growing  array  of  sen¬ 
sors  in  public  sp^es.  International 
travelers  are  required  to  remove  their 
hats  when  entering  the  Hong  Kong 
airport  so  overhead  meters  can  detect 
individuals  with  high  fevers  (who 
then  are  detained  by  health  inspec¬ 
tors  in  surgical  masks).  Because  the 
Golden  Gate  Bridge  has  stopped 
collecting  cash  tolls,  you  can’t  get  into 
San  Francisco  without  paying  with 
a  wireless  transponder  -  or  having  a 
photo  of  your  license  plate  snapped  by 
the  police. 

As  systems  for  collecting,  storing, 
collating,  analyzing  and  acting  on 
these  various  streams  of  data  get  bet¬ 
ter  -  and  they  will  -  the  next  mobile 
wave  will  enable  intensely  personal 
media  experiences  that  are  the  polar 
opposite  of  the  traditional  formats  - 
and  business  models  -  that  depend  on 
attracting  large  audiences  for  one-size- 


fits-all  content  and  advertising. 

Metrics-driven  marketers  are  bound 
to  seize  on  the  myriad  ways  the  new 
technologies  will  efficiently  target  the 
right  offer  to  the  right  customer  at 
exactly  the  right  place  and  time. 

Publishers  planning  to  play  in  the 
next  mobile  wave  need  to  begin  think¬ 
ing  about  this  stuff  now.  ■ 
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Getting  Noticed  Through  SEO 


Even  the  smallest  of  newsrooms  can  use  search 
engine  optimization  to  grow  reader  traffic 

By  Roh  Tomoe 


At  the  end  of  the  day, 
ail  journalists  care 
about  one  thing  — 
getting  people  to 
read  their  stories.  What  was 
once  as  easy  as  printing  the 
story  on  paper  and  dropping  it 
off  in  a  person’s  driveway  has 
become  increasingly  complex 
in  an  ever-changing  digital 
world  filled  with  tweets,  +Vs 
and  weird  acronyms. 


For  editors,  producing  great  journal¬ 
ism  isn’t  enough;  they  have  to  under¬ 
stand  how  readers  are  finding  their 
work.  Some  are  logging  on  directly 
every  morning  as  they  sip  on  their  cof¬ 
fee.  Others  are  seeing  interesting  links 
on  Facebook  and  Twitter  and  clicking 
through.  But  often  overlooked  hy  edi¬ 
tors  —  especially  at  budget-crunched 
mid-sized  newsrooms  across  the  coun¬ 
try  —  are  readers  who  find  their  way  to 
their  Web  site  by  doing  a  Web  search. 


For  editors  of  smaller  newsrooms 
with  limited  resources,  search  engine 
optimization,  or  SEO,  can  seem  like 
a  daunting  labyrinth  of  algorithms, 
spiders  and  obpise  techno  babble. 

But  with  a  little  bit  of  understanding 
and  planning,  there  are  steps  even  the 
smallest  newsrooms  can  take  instantly 
to  grow  their  traffic  through  search  and 
showcase  their  work  to  new  readers. 

What’s  the  first  step  in  understand¬ 
ing  how  search  traffic  works?  Do  some 
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searches  for  your  own  work  and  see 
things  from  a  searcher’s  p)oint-of-view. 

“The  key  thing  to  keep  in  mind 
is  that  common  sense  will  prevail,” 
said  Marshall  Simmonds,  founder 
of  Define  Media  Group  and  a  for¬ 
mer  chief  search  strategist  for  the 
New  York  Times.  “How  you  think 
your  audience  is  looking  for  your 
content  might  not  be  how  they’re 
really  searching.” 

Take  for  example  the  “Miracle  on 
the  Hudson,”  when  Chesley  “Sully” 
Sullenberger  successfully  landed  a 
passenger  airplane  in  the  Hudson 
River.  A  typical  newspaper  headline 
might  have  read:  “Jet  Liner’s  Icy 
Plunge.”  That  might  make  sense  in 
print  wdth  a  photo  and  some  context, 
but  as  Simmonds  notes,  no  one  was 
searching  for  those  words  while  look¬ 
ing  for  information. 

“Users  search  factual  informa¬ 
tion  quite  literally,”  says  Simmonds, 
who  suggested  a  good  headline  that 
blends  editorial  voice  and  search 
engine  friendliness  might  read:  “Jet 
Liner’s  Icy  Plunge:  Plane  Crashes 
into  Hudson.” 

Think  of  headlines  on  a  sliding  scale. 
On  one  end  is  the  most  direct  (and 
probably  most  bland)  way  to  sum  up 
the  story.  On  the  other  side  of  the  scale 
is  the  creative  and  fun  headline  that 
might  make  it  up  on  Romenesko,  but 
leave  you  dry  in  terms  of  search  engine 
traffic.  Keeping  the  idea  of  that  scale 
in  mind  will  help  you  balance  edito¬ 
rial  needs  with  the  directness  search 
engine  traffic  demands. 

“The  key  is  maintaining  your  edito¬ 
rial  voice  while  making  sure  your 
headline  targets  a  user’s  intent  when 
they’re  searching,”  says  Simmonds. 

A  problem  unique  to  newspaper 
SEO  is  the  print  schedule  of  the  news¬ 
paper.  Depending  on  the  paper,  sto¬ 
ries  that  appear  in  the  next  day’s  paper 
might  be  set  to  post  live  automatically 
on  the  web  during  the  middle  of  the 
night.  That  might  make  sense  in  terms 


of  the  days  of  daily  delivery,  but  ac¬ 
cording  to  Simmonds,  it’s  not  optimal 
for  search  engine  traffic. 

For  instance,  take  a  local  stoiy  about 
the  passage  of  a  local  school  budget. 

If  your  story  is  scheduled  for  3  a.m., 
but  most  p)eople  don’t  log  onto  their 
computer  to  look  for  news  about  the 
budget  until  8  or  9  a.m.,  then  a  com¬ 
petitor  that  posted  the  stoiy  closer  to 
the  peak  traffic  time  might  steal  that 
search  engine  traffic  from  you. 

“It’s  impiortant  for  journalists  to 
understand  when  their  audience  is 
more  active,”  says  Preston  Gisch,  who 
worked  with  SEO  for  Reuters  and  the 
New  York  Observer.  “If  you  consider 
your  audience  traffic  as  a  bell  curve, 
you  can  create  a  greater  opportunity 
for  exposure.” 

Another  thing  to  try  to  avoid  on  the 
Web  are  slow  ledes  on  news  stories. 
While  it  may  make  for  a  more  grip¬ 
ping  narrative,  it’s  more  important 
from  a  search  pierspective  to  have  rel¬ 
evant  facts  and  keywords  front-loaded 
at  the  beginning  of  your  stories. 

That  doesn’t  mean  you  have  to 
sacrifice  good  writing  or  your  edito¬ 
rial  voice  for  the  sake  of  search  engine 
traffic.  But  you  might  consider  start¬ 
ing  stories  that  have  slow-developing 
ledes  with  brief  summaries  that  con¬ 
cisely  describe  the  relevant  points  you 
think  readers  will  be  searching. 

The  Web  is  littered  with  SEO  mes- 
siahs  and  for-pay  tools  that  promise 
top  of  the  fine  results,  but  for  budget¬ 
conscious  newsrooms,  these  may  not 
be  options.  The  good  news  is  there 
are  a  number  of  free  tools  that  even 
the  smallest  newsrooms  can  use  to 
instantly  improve  their  search  results. 

Google  Trends:  Want  to  get  a  sense 
of  what  people  are  actively  searching 
for,  and  when?  Go  to  Google  Trends 
and  feast  your  eyes  on  its  colorful, 
fiill-screen  display  of  what  people  are 
interested  in.  You  can  sort  by  year, 
categories  and  even  region.  If  you’re 


wondering  when  is  the  best  time  to 
post  your  back-to-school  guide  online, 
this  is  the  Web  tool  for  you. 

i  Google  News  keyword  meta  tag: 

Launched  last  September,  this  is  de¬ 
signed  specifically  for  news  publishers 
as  a  work  around  for  editors  to  keep 
their  wdtty  headlines,  yet  still  cap¬ 
ture  the  search  engine  users  that  are 
focused  on  basic  keywords.  It  allows 
up  to  10  terms  to  be  added  to  the  meta 
tag  of  any  headline. 

Standout  tag:  This  link  attribute  ' 
allows  news  organizations  to  mark  up 
to  seven  pieces  of  content  a  week  that 
they  consider  their  best  work.  Essen¬ 
tially,  the  tag  places  a  big  neon  arrow 
next  to  the  stoiy  to  help  search  engines 
find  and  spotlight  it.  User  beware  — 
if  you  consistently  go  over  the  seven 
allotted  tags  per  week,  Google  News 
will  begin  to  ignore  your  suggestions, 
so  use  it  judiciously  and  only  for  your 
best  content. 

Google  News  sitemap:  According  to 
Simmonds,  eveiy  news  agency  should 
create  a  Google  News  sitemap,  which 
allows  the  ability  to  automatically 
annotate  your  content  with  search- 
fiiendly  metadata  like  keywords.  Most 
content  management  systems  have 
good  solutions  for  creating  automated 
sitemaps,  so  check  with  your  devel¬ 
oper  to  find  out. 

Hopefully,  these  tools  can  help  put 
your  content  in  a  better  position  to  be 
seen  by  more  readers.  “SEO  has  gotten 
a  bad  reputation  over  the  years,”  says 
Simmonds.  “But  if  you  think  of  it  as 
simply  identifying  your  audience  and 
taking  the  steps  to  reach  them,  then  it 
just  seems  like  common  sense.”  ■ 

Rob  Tomoe  is  a  cartoonist 

and  reporter  for  Editor  & 

Publisher,  and  can  be  reached  at 

robtomoe@gmail.com. 
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BY  TONI  MCQUILKEN 


USER  GROUP  TAKES 
PRODUCTION  BACK  TO  BASICS 


Muller  Martini’s  conference 
change  of  venue  results  in 
doubling  of  attendance 

This  year,  Muller  Martini  decided  to  move 
its  annual  User  Group  meeting  to  Allen¬ 
town,  Pa.,  instead  of  Chicago  where  the  event 
had  taken  place  in  the  past.  The  location  allowed 
users  from  across  the  newspaper  production  spectrum  full 
access  to  the  company’s  equipment,  products  and  even 
engineers.  And  the  move  was  a  good  one  -  they  had  more 
than  double  the  attendance,  with  more  tjian  20  different 
newspapers  represented. 

“We  felt  our  customers  would  get  maximum  benefit  from 
having  all  Muller  Martini  resources  available  to  them  to 
answer  any  question  or  help  troubleshoot  any  issue  they 
may  be  having,”  said  Dan  Cropley,  product  management. 
Newspaper,  Muller  Martini.  “We  had  access  to  our  insert¬ 
ing  equipment  and  factory  personnel.” 

The  annual  gathering  is  a  chance  for  users  to  come  to¬ 
gether  to  learn  from  each  other,  and  troubleshoot  prob¬ 
lems  together.  This  year,  the  theme  was  “Back  to  Basics,” 
focused  on  getting  the  equipment  back  to  the  factory 
baseline  settings  and  running  at  optimum  levels.  It  was 
also  a  return  to  the  hands-on  approach  to  training,  using 
the  actual  equipment  for  demonstrations. 

It  was  “a  welcomed  topic  since  numerous  newspaper 
consolidations  have  resulted  in  mailroom  staff  needing  to 
relearn  how  to  optimize  the  equipment’s  performance,” 
said  Cropley.  “The  training  included  basic  setup  and 
tune-up  procedures.  Moreover,  User  Group  attendees  got 
an  opportunity  to  walk  the  factory  floor  and  interact  with 
Muller  Martini  product  specialists  who  could  not  only 
help  troubleshoot  problems,  but  demonstrate  how  various 
upgrades,  enhancements,  and  rebuilds  can  significantly 
increase  productivity  in  older  machines.” 

Beyond  the  equipment  and  demonstrations  -  including  a 


live  production  of  The  New  York  Daily  News  -  a  big  draw 
for  the  event  was  the  networking  opportunities.  Cropley 
noted  that  attendees  took  the  chance  to  form  new  con¬ 
nections  with  their  peers,  as  well  as  strengthen  existing 
relationships.  “User  Group  participants  are  always  candid, 
enthusiastic,  and  insightful,  and  their  feedback  is  one  of 
the  main  reasons  why  Muller  continues  to  develop  inno¬ 
vative  inserting  technology  that  helps  mailrooms  compete 
and  thrive,”  said  Cropley.  “What’s  more,  this  annual  event 
gives  us  an  opportunity  to  share  current  machine  up¬ 
grades  that  users  may  be  unfamiliar  with.” 

All  in  all,  the  event  was  a  success,  with  one  user,  Cory 
Reynard,  a  machine  operator  at  Gannett,  noting,  “I 
learned  a  great  deal  and  having  the  conference  at  the 
Muller’s  Allentown  facility  was  an  excellent  venue.  I 
had  valuable  conversations  with  everyone  I  met.  It  was 
a  great  success  and  I  think  all  the  other  participants 
would  agree.”  m 
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ALMA 

MANU: 

COLORMAN  Autoprint 
Strengthens  Market 
Position 

Urn  m  m  e  are  aiming  to  be 
^  m  the  best  service 
provider:  in  the 

vF  ^F  printing,  finishing 
and  distribution  of  printed  products.” 
That  was  the  message  from  Manag¬ 
ing  Director  Helvi  Liukkaala  at  the 
official  opening  of  the  Alma  Manu 
print  center  in  Tampere,  Finland  on 
May  23.  In  order  to  meet  this  goal, 
the  Finnish  company  will  use  a  new 
COLORMAN  autoprint  from  manro- 
land  web  systems. 

In  April,  the  gradual  relocation  of 
newspaper  production  from  the  old 
premises  was  complete.  Alma  Manu 
invested  70  million  euros  into  the 
production  complex,  which  includes 
a  COLORMAN  autoprint  and  other 
equipment.  Printing  of  the  first 
products  started  in  January,  with 
the  company  now  running  around 
3.2  million  newspapers  each  week. 
Titles  include  Aamulehti,  the  second 
largest  daily  in  Finland,  as  well  as 
Kauppalehti  and  Iltalehti,  both  also 
major  Finnish  newspapers. 

“Alma  Manu  was  looking  for  a  solu¬ 
tion  that  would  optimally  meet  the 
requirements  of  its  customers,  i.e.  its 
readers,  the  advertisers  and  the  print 
customers,”  said  Klaus  Streit,  regional 
sales  manager,  manroland  web  systems 
“The  COLORMAN  autoprint  proved  to 
be  ideal  for  the  required  printing  qual¬ 
ity  as  well  as  ultra-quick  job  changes. 
The  comprehensive  AUROSYS  instal¬ 
lation  also  played  an  important  role.” 
AUROSYS  manages  data  logistics 
and  the  supply  of  paper  to  the  COLOR¬ 
MAN  autoprint.  In  autoprint  mode, 
the  printing  process  is  fiilly  automatic 
and  manual  intervention  has  been 
reduced  to  a  minimum.  Automation 
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V  In  Tampere,  Finland,  Alma  Manu  produces  the  Finnish  daily  Aamulehti,  among  others. 

features  include  AutomaticPlateLoad-  Alma  Media  Group  fold.  With  this 
ing  APL,  where  all  data  for  the  new  investment,  Alma  Manu  has  taken  up 
production  is  loaded  at  the  same  time,  a  competitive  position  compared  to 

making  the  COLORMAN  autoprint  those  with  more  outdated  machinery, 

immediately  ready  for  the  next  proof.  A  as  Helvi  Liukkaala,  managing  director, 
number  of  Inline  Control  systems  auto-  Alma  Manu,  explained,  “Printing  com- 
matically  control  the 'supply  of  damp-  panies  with  machines  that  are  25  to 

ening  solution,  the  web  tension,  as  well  30  years  old  will  need  to  make  invest¬ 
as  the  color  register  and  ink  density.  ments  soon.  We’ve  just  done  it.  In  our 

The  new  center  represents  the  strat-  opinion,  not  all  printing  companies  will 

egy  set  out  by  Alma  Manu:  to  invest  modernize  and  expand  their  capacity, 
in  a  profitable  publishing  business  but  will  outsource  printed  products  to 

while  at  the  same  time  further  develop-  other  businesses  instead.  We  are  ’.eady 

ing  its  digital  offering.  Furthermore,  and  willing  to  take  on  these  tasks  with 
these  new  facilities  have  drawn  new  our  superb  production  technology  in 

print  and  publishing  clients  into  the  rotaiy  printing  and  finishing.”  ■ 
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PPI’S  OPEN  DAYS  2013: 

Increasing  the  Value  of  the  Newspaper 
On  All  Media  Channels 


From  startups  through 
agencies  to  media  en¬ 
terprises,  and  from  Berlin 
through  Chicago  to  Bangkok, 
as  varied  as  the  background  of  the 
presenters  at  ppi’s  13th  Open  Days 
-  which  took  place  in  Kiel,  Germany 
from  June  10-11  -  was,  all  were  united 
by  a  common  goal:  to  secure  a  strong 
market  position  for  the  newspaper  on 
all  media  channels. 

How,  when  and  where  do  a  pub¬ 
lisher’s  products  reach  people’s 
fragmented  attention?  The  answer 
came  from  Prof.  Dr.  Friederike 
Schultz,  creative  director,  exozet 
group  gmbH  &  Co.  KG,  and  was  quite 
clear:  “anytime,  anywhere,  anyhow 
and  anyline.”  Readers  like  to  consume 
news  exactly  when  they  have  time,  ir¬ 
respective  of  where  they  are,  so  it  must 
be  possible  to  access  the  publishers’ 
offers  anytime,  anywhere.  This  was 
also  what  Chiratas  Nivatpumin,  the 
editor-in-chief  at  the  Bangkok  Post, 
recommended,  noting  he  deliberately 
chooses  cross-media  solutions  for  the 
ad  and  editorial  departments.  A  reli¬ 
able  tool  is  absolutely  essential  for  a 
good  stoiy,  which  in  turn  is  a  prereq¬ 
uisite  for  an  interesting  newspaper, 
irrespective  of  which  output  channel  it 
is  intended  for. 

The  trend  towards  media-neutral 
software  is  evident  in  nearly  all  pub¬ 
lishing  houses.  The  new  software  often 
optimizes  a  large  number  of  work- 
steps,  as  Dirk  Fradrich,  head  of  CRM 
Ad  Services,  SUDKURIER  GmbH 
Medienhaus,  demonstrated,  using 


booking  processes  for  online  banners 
as  an  example.  Whereas  this  process 
lasted  about  40  minutes  prior  to  AdX, 
the  entire  process  from  order  entry  to 
booking  in  SAP  IS-M/AM  has  been 
reduced  to  10  minutes. 

Just  how  important  diversity  is  for 
media  companies  was  illustrated  not 
only  by  Markus  Feldenkirchen,  CEO, 
ppi  Media  US  Inc.,  in  his  presentation 
on  the  strategies  and  approaches  of 
American  publishers,  but  also  by  Jens 
Nicolaisen,  digital  director,  Jyllands- 
Posten,  who  presented  the  mobile 
strategy  of  Denmark’s  largest  publish¬ 
er,  JP/Politikens  Hus.  A  central  issue 
is  change  management,  which  focuses 
on  adjusting  to  customer  needs  and 
preferences.  The  central  issue  that  all 
publishers  should  ask  themselves  is, 
how  well  do  we  know  our  readers  and 


what  do  they  want? 

The  presentation  given  by  Vincent 
Peyregne,  CEO,  WAN-IFRA,  showed 
how  measurable  a  media  company’s 
success  is.  He  presented  an  extract 
from  the  World  Press  Trends  for  2013, 
a  collection  of  reliable  data  on  over 
70  countries  which  make  up  more 
than  90  percent  of  the  market  figures. 
Peyregne  also  stressed  the  importance 
of  change:  “The  future  of  the  news  in¬ 
dustry  depends  on  how  people  become 
involved  and  participate  in  society.” 
According  to  Peyregne,  the  participa¬ 
tion  of  advertising  firms  is  becoming 
increasingly  important  for  the  news 
industry.”  It  is  of  fundamental  im¬ 
portance  to  create  attractive  offers  for 
everyone. 

Next  year’s  Open  Days  will  be  held 
June  23-24,  2014.  ■ 
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COURT  APPROVES 
KODAK’S 
SETTLEMENT 
W1THU.K. 
PENSION  PLAN 

Kodak 


The  U.S.  Bankruptcy  Court  for  the  Southern 
District  of  New  York  approved  Kodak’s 
settlement  agreement  with  the  UK  Kodak 
Pension  Plan  (KPP),  the  company’s  largest 
single  creditor  with  respect  to  its  Chapter  11  plan 
of  reorganization.  In  approving  the  agreement, 
the  court  described  it  as  “a  critical  step  forward  in 
Kodak’s  effort  to  consummate  its  plan  of  reorga¬ 
nization.”  With  the  agreement,  first  announced  on 
April  29,  Kodak’s  Personalized  Imaging  (PI)  and 
Document  Imaging  (DI)  businesses  will  be  spun  off 
under  the  ownership  of  KPP. 

“We  have  been  working  in  close  cooperation  with 
KPP  to  achieve  a  smooth  transition  for  our  PI  and 
DI  employees  and  customers  to  a  new  owner  -  one 
who  clearly  recognizes  the  value  of  these  business¬ 
es  and  intends  to  help  them  grow  and  succeed,” 
said  Antonio  M.  Perez,  Kodak  chairman  and  CEO. 
“We  look  forward  now  to  completing  our  reorga¬ 
nization  and  emerging  as  a  company  focused  on 
Commercial  Imaging.” 

Steven  Ross,  independent  chairman  of  the  Kodak 
Pension  Plan,  said,  “I  am  delighted  that  the  court 
has  approved  the  settlement  involving  the  trans¬ 
fer  of  the  PI  and  DI  businesses  to  KPP.  This  is 
by  far  the  best  option  available  for  KPP,  which 
is  acquiring  two  profitable  businesses  that  will 
provide  substantial  ongoing  income  to  the  fund; 
The  income  that  these  two  businesses  generate 
will  enable  KPP  to  remain  outside  of  the  Pension 
Protection  Fund  (PPF)  and  to  offer  our  members  a 
new  pension  plan  that  will  provide  all  of  them  with 
better  benefits  than  they  would  have  received  in 
the  PPF.  I  am  pleased  to  say  that  the  feedback  the 
trustees  are  receiving  from  members  at  presenta¬ 
tions  currently  being  held  around  the  UK  is  highly 
encouraging.  I  look  forward  to  working  alongside 
the  management  and  staff  of  the  PI  and  DI  busi¬ 
nesses  -  who  have  remained  loyal  and  focused 
during  this  process  -  as  we  build  a  firm  future  for 
them  and  for  our  members.” 
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AGFA  PITMAN  E-STORE  A  #  # 

LAUNCHES  IN  THE  UNITED  STATES 


With  the  launch 

of  the  new  Agfa 
Pitman  E-Store, 

replenishing 
printing  equipment  and 
consumables  is  fast  and  easy.  The 
site  (shop.agfapitman.com),  built  in 
response  to  feedback  from  customers 
asking  for  a  more  robust  online 
shopping  experience,  provides 
customer-focused  features  and 
functionality  that  are  unique  to  the 
graphic  communications  industry. 
Thousands  of  different  items  from 
Agfa  Pitman  and  partners  such  as 
3M,  DuPont,  Epson,  HP  and  more 
can  be  purchased  from  the  store. 


“The  new  E-Store’s  unique  naviga¬ 
tion  and  search  tools  provide  an 
intuitive  shopping  experience  for 
customers.  We  are  the  first  graphic 
communications  company  to  launch 
an  e-commerce  site  that  has  this  level 
of  innovation  and  functionality  for  the 
customer,”  said  Deborah  Hutcheson, 
director  of  marketing,  Agfa  Pitman. 
“Customers  can  shop  online  24/7,  view 
inventory  levels,  search  by  manufac¬ 
turer,  color,  size  or  product  type  and 
order  their  graphic  communications 
supplies  all  from  one  source.” 

The  Agfa  Pitman  E-Store  allows 
customers  to  securely  save  their  profile 
so  shipping  information  automatically 


populates  for  new  orders.  Registered 
users  can  review  orders,  view  the 
status  of  invoices  and  reorder  quickly 
since  order  history  is  accessible. 

“We’re  leveraging  new  e-commerce 
technologies  so  products  can  be  found 
intuitively  and  with  just  one  click. 

The  E-Store  is  easily  searchable  by 
item  number,  purchase  order  num¬ 
ber,  by  keyword  or  by  attribute,  such 
as  manufacturer.  Customers  can,  of 
course,  also  continue  to  access  their 
Agfa  Pitman  sales  representatives  if 
they  choose,”  Hutcheson  added. 

The  Agfa-Pitman  E-Store  services 
customers  in  the  United  States,  in¬ 
cluding  Alaska  and  Hawaii.  ■ 
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GOSS  MAGNUM  COMPACT  PRESS 
DEBUTS  AT  CHINA  PRINT  2013 


ni 


COMMUNITY  NEWSPAPER  HOLDINGS  INC. 
REGIONAL  PRODUCTION  HUB  EXPANDS 
PUZZLEFLOW  SYSTEM 


k  CNHI 


Community  Newspaper  Holdings  Inc.’s  regional  produc¬ 
tion  hub  in  Valdosta,  Ga.,  expanded  its  PuzzleFlow  system  to 
include  a  dedicated  Automator  ad  processing  system. 
PuzzleFlow  Automator  software  uses  the  PuzzleFlow  PDF 
library  to  perform  Ghent  v4  certified  PDF  preflighting  on  incom¬ 
ing  ads,  checking  over  150  specific  items  in  each  file,  and  verify¬ 
ing  stability  and  quality.  Automator  also  checks  and  automatical¬ 
ly  corrects  ad  sizes  and  colors  against  data  gleaned  from  CNHI’s 
various  ad  booking  systems.  The  new  CNHI  Valdosta  regional 
production  Automator  system  checks,  corrects  and  distributes, 
on  average,  1,200  ads  per  week  with  peaks  of  over  3,500  ads  per 
week,  for  CNHI  sites  in  throughout  the  South  East. 

CNHI  Valdosta  dedicated  its  new  system  to  ad  processing,  and 
with  PuzzleFlow’s  WebPairer  system  (also  installed  at  Valdo¬ 
sta),  the  PuzzleFlow  systems  at  CNHI  Valdosta  are  a  complete 
prepress  workflow  performing  ad  pre-processing,  ad  and  page 
preflight  and  auto-correction,  creation  of  paired/imposed  pages, 
and  management  of  final  output.  ■ 


While  its  low  height  is  a  key  feature, 

the  world's  first  single-width  press 
with  fully  automated  plate  chang¬ 
ing  debuted  at  the  China  Print  Show.  One  of  the 
main  attractions  on  the  Goss  booth,  a  four- 
color  print  module  from  the  Magnum  Compact 
press  received  considerable  attention  from 
printers,  publishers  and  print  commentators. 
Goss  International  showcased  automation, 
operability  and  cost  advantages  for  newspa¬ 
per,  book  and  semi-commercial  production 
through  daily  demonstrations  to  large  crowds. 
The  GoSs  Magnum  Compact  press  meets 
today’s  growing  demands  for  shorter  runs, 
faster  changeovers,  lower  production  costs  and 
high  print  quality,  according  to  Goss  Market¬ 
ing  Director  Eric  Bell.  Autoplate  fully  automatic 
plate  changing  is  standard,  enabling  extremely 
fast  plate  changes  (30  seconds)  at  the  press  of 
a  button.  "Additional  automation  and  ease- 
of-use  features  can  bring  a  new  level  of  cost 
competitiveness  to  multi-product  business 
models  and  allow  the  press  to  excel  at  tradi¬ 
tional  offset  run  lengths  as  well  as  ultra-short 
runs,"  Bell  said. 
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For  more  than  50  years,  leading  newspaper 
and  commerQial  print  facilities  around  the 
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Chemical  Technology.  From  one  end  of 
the  pressroom  to  the  other,  we  deliver 
innovation,  quality,  value  and  customer 
satisfaction  to  provide  you  with  a  seamless 
supply  chain  experience  and  first-rate 
printing  performance. 
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could  PRINT  better 


faster,  more  consistently, 
economically  and  with  less  waste... 

Could  you  more  color? 


PRINT  PROFITABILITY 

The  Advantage  of  Color 


Color  sells. 

Better  quality  color  sells  even  more. 
And  with  effective  color  management, 
the  profitability  of  printing  color 
Is  brighter  than  ever  for 
newspaper  printers  like  you. 


Southern  LIthoplate,  through  our 
SLP  Strategic  Alliance  partners 
Prestellgence  and  X-RKe  Pantone, 
offers  dynamic  solutions  that  can 
help  you  sell  more  color  and  capture 
more  profits  from  color.  Here’s  how: 


Color  that  jumps 
off  the  page! 


Color  that  matches 
your  customers’  color 


Presteligence’s  NewsXtreme  and  Ink  Presetting 
tools  with  SLP’s  Viper  830*  thermal  and 
Replica  HSV  violet  plates  a‘re  optimized  to 
deliver  quality  your  customers  will  pay  more  for. 


X-Rite  Pantone's  Capsure  and  eXact  get  you 
to  client-satisfying  color  quickly,  effortlessly. 


Personal  service,  24/7  tech 
support,  dedication  to  print 


Color  makeready  made 
faster,  less  wasteful 


Southern  Lithoplate  and  its  Strategic 
Alliance  partners  can  help  make  a 
difference  in  your  organization's  prepress 
and  pressroom  performance.  Complete 
solutions  that  demonstrate  our  dedication 
to  print  and  to  your  printing  profits. 


InkMiser  from  Presteligence  optimizes  ink 
densities,  IntelliTrax  from  X-Rite  Pantone 
automates  color  measurement  and  adjustments, 
saving  time  and  waste  for  better  profits. 
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HEIDER  VERLAG 
INSTALLS  REGISTER 
SYSTEM  FROM  Q.L 
PRESS  CONTROLS 

►  Hekler/^* 

Johannes  Heider  Verlag 

GmbH,  a  publisher  in  Bergisch 
Gladbach  (Germany)  recently 
invested  in  new  system  solutions  from 
0,1.  Press  Controls.  Established  in  1889, 
this  family  owned  business  employs  90 
and  operates  in  the  commercial  sheet¬ 
fed  and  newspaper  ofiset  segments. 

As  a  publishing,  printing  and  media 
company,  Heider’s  coldset  printing 
portfolio  mainly  consists  of  contract 
orders  such  as  weekly  newspapers, 
ad  journals,  membership  newspapers 
and  catalogue-like  products.  The  run 
lengths  are  generally  between  five  and 
several  hundred  thousand  copies.  All 


jobs  are  printed  on  a  32-page  KBA 
Journal  web  press  comprised  of  two 
four-high  towers  and  a  l6-page  KBA 
Colora  with  one  tower.  These  presses, 
installed  in  2002  and  2006  respec¬ 
tively,  have  one  folder  each  and  can  be 
interconnected  if  necessary  in  order  to 
print  48-page  products  on  three  webs. 

Heider  recently  ordered  new,  fully  au¬ 
tomatic  control  systems  from  Q,I.  Press 
Controls  for  both  these  presses.  In  ad¬ 
dition  to  the  innovative  mRC-3D  color 
and  cut-off  register  control  systems,  the 
presses  will  also  be  equipped  with  an 
ABD  (Air  Bustle  Device)  fan-out  cor¬ 
rection  system.  “The  main  motivation 
for  this  investment  package,”  explained 
Roberto  Heider,  the  publishing  house’s 
managing  director,  “is  that  one  of  our 
four-high  towers  has  not  had  color 
register  control  until  now.  What’s  more, 
the  control  systems  in  the  other  tow¬ 
ers  came  on  gradually  during  the  past 
years,  but  no  longer  represent  the  state 
of  the  art  with  regard  to  hardware  and 
software  or  speed  and  efficiency.  Finally, 


apart  from  fixed  rollers,  the  presses  have 
so  far  lacked  an  effective  solution  to 
correct  for  fan-out.  In  other  words,  this 
purchase  wiU  bring  the  control  technol¬ 
ogy  for  all  of  our  newspaper  presses  in 
line  with  a  uniform,  modem  standard.” 

The  print  service  provider  will  replace 
its  old  0,1.  Press  Controls’  register  control 
systems  with  the  newest  generation  from 
the  same  supplier.  “We  obviously  took  a 
look  at  systems  finm  other  manufactur¬ 
ers  before  reaching  this  decision.  Howev¬ 
er,  we’ve  always  been  happy  with  the  Q,I. 
Press  Controls’  systems.  We  know  the 
company  well  and  in  an  emei;gency  we 
receive  prompt  German  support  diredfy 
on  the  premises.  That’s  why  we  opted  to 
stick  with  0,1.  Press  Control.” 

Each  of  the  two  four-high  towers  will 
be  equipped  with  two  mRC-3D  cam¬ 
eras  for  color  register  control  and  each 
paper  web  will  be  assigned  one  camera 
for  cut-off  control.  The  compact  scan¬ 
ners  both  feature  LED  illumination  of 
the  reading  range  and  built-in  micro¬ 
processor  hardware.  ■ 
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Revenue 

Strategies 

How  publishers  are 

creating  a  plan  of  action  BY  NU  YANG 


he  industry  is  evolving, 
and  so  is  the  way  we 
are  making  profit.  The 
Newspaper  Associa¬ 
tion  of  America  recently 
reported  that  total  revenue  for  U.S. 
newspapers  declined  2  percent  in 
2012  from  the  previous  year.  That’s 
nothing  new  to  us  in  the  industry, 
hut  instead  of  waving  a  white  flag, 
publishers  are  exploring  several 
revenue  strategies.  Although  print 
advertising  still  plays  a  big  part  in 
revenue— the  NAA  projected  that 
newspapers  made  $18.9  billion  from 
print  advertising  in  2012— pub¬ 
lishers  have  found  other  emerging 
money-making  opportunities  with¬ 
out  abandoning  their  core  product. 

Below,  we  discuss  five  traditional 
and  non-traditional  revenue  strate¬ 
gies  that  are  working  for  publishers. 

0 

BECOMING  THE  AGENCY 

There’s  no  doubt  that  a  newspaper’s 
brand  is  one  of  its  most  valuable  as¬ 
sets,  so  it  only  makes  sense  that  news 
organizations  are  also  moonlight¬ 


ing  as  online  marketing  and  digital 
agencies.  In  Canada,  the  Star  Media 
Group,  publisher  of  the  Toronto  Star, 
has  created  the  Star  Content  Studios 
(starcontentstudios.com).  Accord¬ 
ing  to  vice  president  of  strategic 
investments  and  new  ventures  Ed 
Greenspon,  the  in-house  agency 
provides  commercial  content  for  the 
Star’s  advertising  department  and 
for  brand  publishers  seeking  con¬ 
tent  creation  and  curation  for 'their 
owned  media  properties. 

With  30  years  experience  in  the 
newspaper  business,  Greenspon  was 
hired  in  2010  specifically  to  find  and 
develop  new  business  opportunities 
for  the  media  company.  As  a  result, 
Greenspon  assefnbled  a  Strategic 
Investments  and  New  Ventures  team, 
which  includes  himself  and  two  busi¬ 
ness  specialists. 

Greenspon  said  the  Star  Content 
Studios  was  conceived  after  speak¬ 
ing  to  Star  publisher  John  Cruick- 
shank  a  few  years  ago.  “I  realized 
that  everybody  is  a  publisher  now,” 
Greenspon  said.  “But  what  was  miss¬ 
ing  was  that  brand  advertising  and 
content  marketing.  It  doesn’t  have 


that  package  or  pizzazz.  It  also  needs 
i  a  constant  relationship  and  it’s  in 
I  the  DNA  of  a  newspaper  company  to 
’  feed  that  relationship.” 

Greenspon  said  the  content  studio 
,  was  able  to  free  up  time  for  the  edito- 
i  rial  staff  to  focus  on  journalism  and 
I  not  be  distracted  by  the  commercial 
;  need  for  content.  Although  the  studio 
shares  the  same  name  of  the  newspa¬ 
per,  Greenspon  said,  “It  shows  we’re 
:  different  from  the  traditional  news¬ 
room;  we’re  more  like  an  in-house 
i  agency.”  The  team  includes  joumal- 
I  ists,  marketing  specialists  and  social 
!  media  strategists. 

Using  the  agency’s  motto  of  “Au- 
;  thentic  Storytelling,”  the  studio 
creates  content  for  a  variety  of  media 
including  video,  digital,  social  media, 
custom  magazines  and  webinars.  The 
I  content  may  also  be  included  in  a 
special  printed  section  in  the  Star. 

Greenspon  said  they  created  a 
!  successful  17-week  campaign  for 
I  the  Heart  and  Stroke  Foundation 
*  in  Canada  featuring  stories  from 
survivors,  health  promotions  and 
I  digital  infographics.  He  said  they  also 
utilized  the  Star’s  story  archive  to  find 
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Imaging  and  Ad  Design  Center 


Gannett  Imaging  and  A 
offers  services  ranging  from  advertising 
campaigns  to  ad  production  services. 


PRINT  DESIGN 
IMAGING 


DIGITAL  DESIGN 
CREATIVE  CAMPAIGN 


stories  on  healthy  eating  and  exercise. 
The  campaign  was  honored  with  a 
Pearl  Award  by  the  New  York-based 
Custom  Content  Council  for  original 
and  curated  content. 

Greenspon  said  his  goal  is  to  find 
businesses  adjacent  to  the  Star  brand. 
“As  a  media  company  you  have  to 
ask,  ‘How  do  we  lend  a  hand  without 
getting  in  the  way?’  We  want  to  give 
these  businesses  a  lift  and  give  them  a 
better  chance  of  success.” 

Another  media  company  entering 
into  the  digital  agency  realm  is  the 
Gannett  Co.,  publisher  of  USA  Today. 
Founded  in  2007,  the  Gannett  Imag¬ 
ing  and  Ad  Design  Center  (giadc.gan- 
nett.com)  is  an  extension  of  Gannett 
Publishing  Services  and  was  formed 
to  consolidate  imaging  operations 
across  the  company-owned  papers. 

In  2008,  the  center  began  to  offer 
imaging  services  outside  of  Gannett 
papers.  The  following  year,  the  center 
expanded  to  digital  and  print  ad  pro¬ 
duction  to  Gannett  and  non-Gannett 
publications.  With  offices  located  at 
the  Des  Moines  (Iowa)  Register  and 
Indianapolis  (Ind.)  Star,  the  group 
has  400  staff  members,  specializing 
in  pre-media  services  ranging  from 
advertising  campaigns  to  ad  produc¬ 
tions  services. 

“At  the  beginning,  it  was  about  the 
cost-savings,”  said  business  develop- 


I  ment  manager  Connie  Gallagher. 

1  “But  as  we  further  went  into  it,  our 
;  top  priority  became  about  quality 
i  and  we  saw  a  huge  increase  in  quality 
because  we  now  had  a  staff  devoted 
:  to  the  operation.” 

!  Adding  non-Gannett  papers  was 
I  an  additional  revenue  stream  for  the 
I  company.  “It  was  a  logical  choice,” 

I  Gallagher  said.  “We  were  already 
I  offering  it  to  80  Gannett  papers  and 
!  we  saw  it  as  something  that  would  be 
I  beneficial  to  the  overall  industry.  We 
I  are  an  actual  media  company  offering 
i  our  services.. .this  is  our  business.” 

I  Clients  outside  the  Gannett  papers 
I  include  31  non-Gannett  papers  and 
i  17  broadcast  stations. 

The  group  offered  imaging  as  its 
;  first  product.  This  feature  includes 
1  optimizing  images  for  print  or  Web 
;  and  offers  creative  services  such  as 
I  custom  Photoshop  work. 

Ad  production  is  focused  on  print 
!  and  digital  design.  The  group’s  print 
■  portfolio  includes  newspaper  and 
I  magazine  ads,  pre-prints,  special  sec- 
I  tion  layouts  and  marketing  materials. 

I  Digital  customers  are  offered  a  vari- 
1  ety  of  media  experiences  for  mobile 
'  and  desktop,  including  banner  ad- 
i  vertisements,  rich  media,  videos  and 
I  augmented  reality. 

I  As  a  digital  agency,  the  group’s 
'  creative  campaign  team  partners 


j  with  sales  staff  to  find  original  ways 
i  to  generate  revenue  and  execute 
advertising  campaigns.  The  center 
recently  helped  the  Des  Moines  Reg¬ 
ister  launch  augmented  reality  into 
its  marketplace. 

The  Lawrence  (Kan.)  Journal-World 
first  subscribed  to  its  imaging  services 
about  six  years  ago.  Last  November, 
the  paper’s  parent  company,  the 
World  Co.,  entered  into  an  agreement 
with  the  center  to  produce  print  and 
digital  ads  for  the  publication,  be- 
1  coming  the  group’s  first  non-Gannett 
I  client  to  do  so. 

!  “We  were  looking  for  a  way  to 
I  reduce  costs  and  improve  our  turn¬ 
around  time,  and  they  accomplished 
both,”  said  Journal-World  production 
manager  Ed  Ciambrone. 

Ciambrone  said  outsourcing  was  a 
challenge  because  there  is  a  need  to 
“do  it  yourself,”  but  “(they)  couldn’t 
ignore  the  cost  savings  involved.” 

He  added  that  keeping  the  business 
in  the  U.S.  was  also  important  to 
the  company. 

“It’s  difficult  but  pecessary,”  he  said, 
referring  to  outsourcing.  “We’re  a 
family-owned  business,  and  cutting 
staff  is  always  difficult,  but  in  today’s 
environment,  we  have  to  reduce  our 
costs  where  possible.” 

Like  Gannett,  consolidation  was 
one  of  the  reasons  why  Times-Sham- 
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For  17  years,  the 
Arkansas  Democrat- 
Gazette  in  Little 
Rock,  Ark.  has 
produceid  a  bridal 
expo  in  the  region. 


rock  Creative  Services  was  created. 
Located  in  Scranton,  Pa.,  Times- 
Shamrock  Communications  is  a 
family-owned  company  that  manages 
more  than  28  print  and  radio  proper¬ 
ties  throughout  the  country.  TSCS 
offers  production,  print  and  Web 
advertising  design,  photo  toning  and 
spec  ad  programs  to  daily  newspa¬ 
pers,  weeklies  and  magazines. 

In  March  2012,  DMNmediei,  the 
paper’s  marketing  solutions  group 
of  the  Dallas  Morning  News,  created 
508  Digital  (508digital.com),  which 
offers  digital  marketing  solutions  to 
small  and  medium-sized  businesses 
in  the  Dallas/Fort  Worth,  Texas  area. 
Services  include  website  and  mobile 
website  design  and  hosting,  video 
production,  search  engine  marketing, 
search  engine  optimization,  mobile 
advertising  including  SMS  (text) 
marketing,  email  marketing  and 
social  media  development. 

The  Los  Angeles  Times  and  Wall 
Street  Journal  also  offer  digital  solu¬ 
tions:  the  Times  Plus  Digital  Services 
and  Wall  Street  Journal  Digital  Net¬ 
work,  respectively. 


consumers  and  advertisers,  the  local 
newspaper  is  still  the  most  trusted 
resource  to  host  and  sponsor  events. 

For  17  years,  the  Arkansas  Demo¬ 
crat-Gazette  in  Little  Rock,  Ark.  has 
produced  a  bridal  expo  in  the  region. 
Promotions,  events  and  sponsorships 
manager  Tabitha  Cunningham  took 
over  the  Arkansas  Bridal  Community 
(arkansasbridalcommunity.com) 
product  seven  years  ago.  In  that  time, 
she  has  seen  the  event  grow  from  one 
show  to  five  shows  a  year  and  expand 
from  Central  Arkansas  to  Northwest 
Arkansas.  Cunningham  produces  two 
of  the  events. 

Cunningham  said  she  saw  a  need 
to  grow  because  “engagements  and 
planning  periods  are  getting  short¬ 
er...  and  we  had  to  get  to  those  brides 
who  drove  three  hours  away  to  get  to 
the  show.” 

Attendance  has  also  increased  over 
the  years.  Cunningham’s  first  show 
saw  1,500  attendees  and  numbers 
have  now  doubled  to  3,000. 

Getting  vendors  to  participate 
each  year  plays  an  important  part 
in  the  event.  “We  start  marketing  a 
year  before  the  show,”  Cunningham 
said.  “We  send  out  reminders  and 
promos  six  months  out,  and  then 
three  months  before,  we  call  them 
directly.  We  usually  sell  out  space  at 
every  show.” 


According  to  Cunningham,  booth 
space  has  doubled  during  her  tenure 
and  vendor  space  has  expanded  from 
two  halls  to  four  halls  at  the  conven¬ 
tion  center  to  make  room  for  200 
booths  and  150  active  businesses 
(some  exhibiting  in  two  booth  spaces). 

According  to  the  show’s  website, 
more  than  $200,000  worth  of 
advertising  is  used  to  promote  the 
show,  including  print  media,  such 
as  in  the  daily  Democrat-Gazette, 
its  weekly  publication,  its  lifestyle 
magazine  and  a  bridal  planner  pro¬ 
duced  by  the  paper.  Other  market¬ 
ing  efforts  include  radio,  television, 
email  blasts,  direct  mail,  postcards, 
posters  and  online  advertising.  . 

The  daylong  event  features  a  fash¬ 
ion  show,  live  music  and  contests. 
“The  challenge  is  making  both  the 
bride  and  the  vendor  happy,”  Cun¬ 
ningham  said.  “We  put  the  bride 
first  and  the  vendor  second,  but  the 
secret  is  to  listen.” 

She  added,  “In  our  market,  a  lot  of 
our  events  are  already  established. 
(Publishers)  shouldn’t  underesti¬ 
mate  events  as  revenue  generators. 

It  offers  existing  advertisers  a  new 
opportunity  and  it  also  captures 
new  advertisers.  It’s  also  a  branding 
experience.  We’re  lucky  we  have  the 
paper  to  back  us  up  and  to  use  as  a 
marketing  tool.” 


PRODUCING  EVENTS 

News  organizations  are  also  branch¬ 
ing  out  into  event  marketing.  For 
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“We  see  an  opportunity  to  go  deeper  into  categories. 
We’re  able  to  serve  people  with  greater  depth 
and  target  audiences  for  our  advertisers.” 


—Ed  Greenspon,  Star  Content  Studios 


The  paper  also  puts  together  High 
Profile,  a  special  Sunday  section  that 
highlights  a  handful  of  brides  com¬ 
plete  with  wedding  parties  and  color 
photos.  “It’s  another  way  to  show  the 
power  of  the  newspaper,”  Cunning¬ 
ham  said.  “People  still  want  to  see 
their  name  in  the  paper.” 

Cunnin^am  said  in  the  last  six  years, 
revenue  has  grown  by  200  percent 
and  more  businesses  are  joining  as 
sponsors.  “We  have  an  entertainment 
company  that  has  attended  the  last  six 
or  seven  years,”  she  said.  “That  DJ  now 
performs  between  30  to  40  weddings 
a  month  and  he  said  that  growth  is 
because  of  going  to  the  bridal  show.  He 
now  works  with  us  as  a  sponsor.” 

Cunningham  shared  that  the  com¬ 
pany  keeps  30  to  35  percent  of  the 
revenue.  “If  you  break  even,  that  is  a 
successful  event.” 

What  makes  Democrat-Gazette 
events  stand  out  is  their  brand,  Cun¬ 
ningham  said.  “Readers  trust  our 
brand  in  the  market.. .others  have  tried 
to  come  in  and  do  their  own  show- 
some  from  out  of  state— but  we  live 
here,  and  we’re  fully  engaged  with  our 
vendors  and  their  success.” 

As  newspapers  compete  against  TV 
and  radio  events,  Cunningham  said 
the  key  is  to  look  at  your  market  and 
find  your  niche.  “Advertisers  will 
advertise  outside  of  the  newspaper,  so 


why  not  create  that  event  for  them? 
Don’t  have  your  advertisers  go  outside 
of  the  company.  Instead,  reach  for 
new  platforms.” 

The  Democrat-Gazette  isn’t  alone  in 
this  venture:  thousands  of  people  at- 
!  tend  the  Los  Angeles  Times  Festival  of 
Books  every  spring,  the  Boston  Globe 
puts  together  community  events  like  a 
Summer  Arts  Weekend,  and  the  Wall 
.Street  JoumalhosXs  conferences  that 
bring  together  industiy,  finance  and 
government  leaders. 

ADDING  MORE  READERS 
Whether  you’re  the  New  York  Times 
or  the  Idaho  Press-Tribune,  digital 
subscriptions  are  breathing  new  life 
into  circulation  revenue.  Tim  Griggs, 
executive  director  of  cross-platform 
monetization  at  the  Times,  told  the 
American  Press  Institute  that  two 
years  after  the  launch,  the  paper  now 
has  close  to  700,000  paid  digital-only 
subscriptions.  Total  Sunday  circula¬ 
tion  has  topped  2  million  dollars. 

In  its  “Developing  and  Executing  a 
Paid  Digital  Revenue  Strategy”  report, 
the  Newspaper  Association  of  America 
stated  newspapers  have  been  experi¬ 
menting  with  a  variety  of  paid  content 
models:  a  metered  model,  where  users 
can  access  content  for  free  until  they 


hit  a  specific  number;  a  subscriber 
content  model,  where  content  is  only 
accessible  to  paying  users;  and  a  two 
website  model,  where  newspapers  are 
dividing  their  material  through  a  free 
and  a  paid  website. 

Some  newspapers  like  The  Day  in 
New  London,  Conn,  offer  a  Web- 
based  rewards  program  for  their 
digital  subscription  packages.  The  Day 
passport  provides  exclusive  access  to 
discounts,  giveaways,  and  member 
events  at  local  venues  and  attractions. 
Director  of  marketing  and  audience 
development  Daniel  Williams  told 
E^P  last  year  (“Building  the  Wall,” 
December  2012)  since  the  program 
launched  last  year,  it  has  generated 
more  than  1,000  digital-only  members 
and  around  $100,000  in  revenue. 

GOING  DIGITAL 

As  more  readers  transition  to  mobile 
devices,  publishers  are  finding  ways 
to  also  go  digital.  The  Pew  Research 
Center’s  State  of  the  News  Media  2013 
reported  that  total  digital  advertis¬ 
ing  (including  mobile)  rose  to  $37-2 
billion  in  2012,  a  17  percent  increase. 
The  report  also  found  banners  made 
up  the  largest  segment  of  display  ads, 
followed  by  video  ads,  rich  media  and 
sponsorship  ads.  Local  targeted  ads 
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Star  Content  Studios  reverse-engineered 
The  Kit,  a  digital  beauty  magazine,  back  - 
into  print  and  revenue  increased  four  to 
five  times  in  the  fashion/beauty  market. 


tives  including  a  biography  on  John 
Keny  and  a  book  on  Boston  criminal 
Whitey  Bulger  written  by  Globe  inves¬ 
tigative  reporters. 

Going  digital  means  going  to  where 
the  readers  are— and  that  includes 
mobile  applications.  Results  released 
from  the  Alliance  for  Audited  Media 
(formerly  the  Audit  Bureau  of  Circula¬ 
tions)  2012  digital  publishing  survey 
showed  more  publishers  are  charging 
for  their  mobile  content  on  different 
platforms.  Fifty  percent  of  newspapers 
are  charging  for  content  on  an  Apple 
iPad  and  42  percent  on  an  iPhone 
while  newspapers  are  only  charging  15 
percent  of  content  on  Android  devices. 


edition  of  the  newspaper. 

Finding  these  niche  markets  has  also 
been  successful  for  Greensp)on  and 
the  Star  Media  Group.  After  talking 
to  the  vice  presidents  and  advertis¬ 
ing  department,  Greenspon  said  they 
learned  they  were  missing  out  in  the 
fashion  and  beauty  market.  Last  year, 
Greenspon  and  his  team  acquired  T?ie 
Kit,  a  small,  digital  beauty  magazine, 
which  had  been  launched  by  several 
veterans  of  the  women’s  magazine 
industry.  Although  The  Kit  was  a  fairly 
new  website,  Greenspon  said  it  had 
the  enterprise  in  beauty  and  fashion 
and  deep  relationships  with  advertis¬ 
ers  they  were  looking  for. 

“We  relaunched  The  Kit  in  the  fall 
of  2011,”  he  said.  “It  used  to  be  just 
a  digital  magazine,  but  we  reverse- 
engineered  it  back  into  print.”  A  • 
printed  version  of  The  Kit  is  included 
weekly  in  select  copies  of  the  Toronto 
Star,  Vancouver  Sun,  Calgary  Herald, 
Ottawa  Citizen,  Edmonton  Journal 
and  Montreal  Gazette. 

Greenspon  said  The  Kit  has  increased 
revenue  four  to  five  times  in  the  fash¬ 
ion/beauty  market.  He  said  the  Star’s 
niche  publications  are  able  to  find  a 
smaller,  but  dedicated  audience.  “We 
see  an  opportunity  to  go  deeper  into 
categories.  We’re  able  to  serve  people 
with  greater  depth  and  target  audi¬ 
ences  for  our  advertisers.”  ■ 


are  also  on  the  rise.  Borrell  Associates 
reported  that  local  digital  ads  grew  22 
percent  in  2012  to  $19.9  billion. 

Some  new  organizations  are  looking 
beyond  advertising  when  it  comes  to 
digital.  The  Los  Angeles  Times  recently 
launched  The  L  Shop,  a  new  online 
shopping  website  featuring  exclusive 
deals  from  local  merchants,  coupons 
and  other  discounts.  The  shop  also 
offers  L.A.  Tz/nes-branded  merchan¬ 
dise,  back  issues,  sports  gear  featuring 
local  teams,  a  Times  photo  shop  and  a 
chance  to  join  the  Times  wine  club. 

News  organizations  are  also  looking 
into  electronic  books  to  make  a  profit. 
The  Minneapolis  (Minn.)  Star  Tri¬ 
bune  e-book  collection  features  a  fic¬ 
tion  novel,  coverage  of  a  NFL  player’s 
road  to  recovery  after  a  major  surgery, 
a  cookie  recipe  book  and  a  history 
book  ceritered  on  the  U.S.-Dakota 
War  called  “In  the  Footsteps  of  Little 
Crow,”  which  sold  2,000  e-books 
last  year.  The  Boston  Globe  has  also 
launched  a  number  of  e-book  initia¬ 


STAYING  TRUE  TO  PRINT 

Even  though  news  organizations  are 
searching  for  new  revenue  streams  as 
print  advertising  declines,  publishers 
are  still  finding  creative  ways  to  show¬ 
case  their  core  product. 

For  example,  the  Wall  Street  Journal 
launched  IRS/ Magazine  in  2008.  The 
monthly  luxury  magazine  reaches  a 
global  audience  of  3.5  million  and  has 
a  global  circulation  of  1.6  million.  The 
New  York  Times  found  a  way  to  in¬ 
corporate  both  its  printed  newspaper 
and  its  New  York  Times  Magazine  by 
including  the  magazine  in  the  Sunday 
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To  become  successful  in  today’s 
advertising  world,  a  salesperson 
needs  digital  sales  certification 

BY  ELLEN  STERLING 


It  ^sed  to  be  easier.  “Sell,  set 
it,  and  forget  it”  was  a  simple 
guide  to  advertising.  Once  the 
right  outlet  was  found,  it  used 
I  to  be  a  relatively  simple  matter  of 
I  size,  placement  and  frequency  of  ads. 
That’s  all  changed  now.  To  succeed 
in  the  digital  world,  an  advertising 
salesperson  needs  to  master  new 
I  media,  a  new  vocabulary  and  a  new 
approach  to  sales.  It  can  be  a  steep 
learning  curve  but  there  are  methods 
to  make  it  easy  and,  also,  to  assess 
how  well  a  salesperson  will  adjust  to 
the  move  from  print  to  digital. 

There  are  three  most  often  used 
I  measurements  of  digital  sales  skill, 
j  The  industry  standard  is  set  by  the 
i  Interactive  Advertising  Bureau  (www. 
j  iab.net),  a  group  with  more  than  500 
I  member  organizations  whose  “core 


editorandpublisher.com 


AUGUST  2013  |  E*P  |  43 


STHIIP  OF  BPPBOVBL 


objectives”  include  supporting  the 
industry  by  developing  and  sharing 
standards  and  best  practices,  to  gen¬ 
erate  industry-wide  research,  moni¬ 
tor  legislation  and  to  be  as  strong  as 
other  media,  marketing  and  agency 
trade  groups. 

When  Michael  Theodore,  lAB  Vice- 
President  of  Training  and  Develop¬ 
ment,  talks  about  the  organization’s 
certification  program  for  digital 
salespeople,  he  first  emphasizes  the 
difference  between  the  lAB’s  Digital 
Media  Sales  Certification  and  certifi¬ 
cate  programs. 

“A  certificate  is  based  on  a  course,” 
he  said.  “Certification  is  based  on  an 
assessment  of  what  you  know.  The 
bar  exam  is  a  good  example  of  this. 
You  don’t  have  to  go  to  law  school  to 
take  the  bar.  Knowledge  doesn’t  have 
to  come  from  a  classroom,  so  you  are 
tested  on  your  knowledge.  The  same 
is  true  for  LAB  certification. 

“The  overwhelming  majority  of 
people  who  apply  for  the  test  meet 
the  requirement  of  having  two  years 
experience  in  digital  media  sales.” 

Theodore  added,  “We  are  in  the 
process  of  becoming  accredited  by 
the  American  National  Standards 
Institute  (ANSI).” 

The  LAB  certification  costs  $500 
for  non- LAB  members;  $400  for 
members.  “We  will  work  closely  with 
companies  to  meet  their  needs,” 
Theodore  said. 


DIGITHL  HD  SALES  GROW 

At  Conde  Nast,  Joshua  Stinchcomb, 
Vice-President,  Corporate  Partner¬ 
ships,  who  oversees  corporate  digital 
sales,  said,  “Digital  has  become  a 
much  bigger  part  of  our  revenue.  We 
rarely  have  conversations  that  aren’t 
integrated  in  nature.  Our  magazines 
have  digital  presences  on  the  tablets 
and  our  structure  and  our  staff  has 
evolved  to  serve  our  digital  needs.” 

Conde  Nast  has  22  brands.  Of  those, 
,18  have  magazines  and  websites;  oth¬ 
ers  are  website-only. 

Looking  at  certification  for  digital 
sales,  Stinchcomb  said,  “We’re  a 
member  of  LAB.  I  had  a  conversa¬ 
tion  with  the  LAB  about  certification 
and  how  the  industry  would  be  well 
served  with  a  certification  program.  I 
talked  about  it  as  a  hypothetical  and 
as  soon  as  they  decided  to  move  for¬ 
ward,  we  jumped  on  it.  Someone  on 
my  team  was  part  of  the  group  that 
came  up  with  the  test  itself.  I  had  all 
the  people  on  my  team  get  certified. 

“Digital  sales  is  a  pretty  broad 
area,”  he  continued.  “Search,  display 
branding,  direct  response  ....  there’s 
a  lot  to  that.  Things  like  search 
engine  optimization  (SEO)  are 
important  to  understand  so  you  can 
build  more  integrated  marketing 
programs.  The  test  is  like  the  SAT. 
It’s  structured.  You  even  need  two 
forms  of  ID.” 

As  much  as  he  is  a  proponent  of  the 


\ 


“Certification 
is  based  on  an 
assessment 
of.  what 
you  know. 
Knowledge 
doesn’t  have 
to  come  from 
a  classroom, 
so  you  are 
tested  on  your 
knowledge.” 

-MICHAEL  THEODORE,  lAB 
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Things  like  search  engine  optimization 
(SEO)  are  important  to  understand  so 
you  can  build  more  integrated 
marketing  programs.” 

-JOSHUA  STINCHCOMB,  CONDE  NAST 
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certification  process  for  his  company, . 
Stinchcomb  noted,  “Small  publishers 
might  get  more  value  out  of  it.  There’s 
an  assumption  that  publishers  like  us 
know  what  we’re  doing,  and  we  do, 
but  we  can  help.  Anything  that  moves 
the  industry  along  and  improves  the 
intelligence  of  the  industry  is  good.” 

One  of  the  companies  whose  needs 
LAB  met  was  Cox  Media  Group.  Jef¬ 
frey  Ulrich,  Senior  Director,  Digital 
Sales,  Training  and  Talent,  explained, 
“Cox  Media  Group  is  the  parent 
company  that  oversees  a  collection 
of  radio,  TV  stations,  websites  and 
newspapers  in  17  markets.  We  have 
more  than  500  salespeople  and  all 
the  digital  sales  managers  at  our  local 
companies  are  LAB  certified. 

“It’s  about  spending  a  message  both 
internally  and  externally;  We  recog¬ 
nize  digital  media  is  the  number  two 
advertising  medium  in  the  country 
behind  TV  as  ranked  by  total  ad 
dollars  spent  in  the  U.S.  this  year. 
Estimates  place  it  between  $41  and 
$42  billion  in  2013.  In  2005,  digital 
spehdingwas  at  $7.3.  billion  and,  in 
1996  —  the  first  year  it  was  tracked, 
digital  sales  totaled  $300  million. 

The  compound  growth  rate  for  digital 
sales  is  just  over  20  percent  per  year 
for  the  past  10  years. 

“We  want  to  start  by  reaffirming  the 
credentials  of  our  digital  sales  leaders,” 
Ulrich  added.  “They  must  understand 
the  eleijients  in  the  digital  ecosystem 


so  they  teach  and  evangelize  their 
salespeople.  It  is  not  an  easy  exam. 

The  LAB  does  provide  a  study  guide. 
While  all  our  digital  sales  managers, 
possess  the  requisite  years  of  experi¬ 
ence,  there  are  facets  of  the  business 
they  need  to  study  and  learn.” 

I  GOOGLE,  YHHOO  CERTIFY 

Google  and  Yahoo,  too,  provide  a 
test  and  certification  utilized  by 
I  many  sales  forces.  Jeff  Griffing,  Chief 
!  Revenue  Officer  of  the  Star  Tribune 
i  Media  Company,  said,  “Prosp)ective 
I  salespeople  have  to  pass  the  Google 
certification  test  or  they  are  not  hired. 

“Google  certification  gives  me  an  un- 
I  derstanding  of  whether  our  salesp)eople 
have  an  aptitude  for  the  digital  mar¬ 
ketplace  and  if  their  applied  learning 
skill  is  honed.  It  is  one  of  six  or  seven 
indicators  of  success  that  we  use. 
j  Griffing  continued,  “When  someone 
is  out  in  the  field,  certification  is  not 
;  the  indicator  whether  or  not  he  or 
}  she  is  going  to  be  successful.  Google 
;  certification  is  a  tool,  not  the  toolbox. 

I  For  internal  staff,  we  have  an  instruc- 
j  tor  teach  the  basics  and  mechanics. 

I  That  requires  a  couple  of  hours  and, 
i  then,  a  couple  of  days  to  understand 
the  digital  terminology.” 

Google  focuses  on  its  products.  Ad 
Words  is  paid  advertising,  the  buying 
of  space  to  promote  a  product.  Ad 
Sense  is  the  leasing  of  “real  estate” 

I  on  a  website  to  that  buyer  and  is  a 
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In  print,  we  did  all  the  work  before  the  ad 
was  published,  while  in  digital  there’s 
'  so  much  that’s  done  after.” 

-CHARLIE  HANKS,  LAS  VEGAS  REVIEW  JOURNAL 
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popular  way  for  even  a  small  website 
can  generate  revenue.  Google  Analyt¬ 
ics  gives  you  immediate  feedback  on 
utilization  of  your  ad  and  Google  En¬ 
terprise  is  an  internal  business  tool, 
with  intranet  and  email  solutions 
among  its  offerings. 

Local  Edge,  a  division  of  Hearst  Me¬ 
dia  Services,  was  introduced  about  40 
years  ago  as  a  producer  of  yellow  pag¬ 
es  directories  and,  now,  has  evolved 
into  a  multi-media  consultant  for 
small  and  medium-sized  businesses. 
Shawn  Christensen,  Director  of  Sales 
Operations  and  Training  at  Local 
Edge,  says,  “We  offer  a  very  broad, 
very  defined  product  set  and  all  of  our 
products  are  scalable. 

“All  of  our  salespeople,”  he  noted, 
“are  Google  certified.  We  use  Google 
because  it  doesn’t  focus  on  general 
sales  skills,  but  on  selling  a  product.” 

Christensen  said  that  Local  Edge’s 
sales  methodology  is  closest  to  SPIN 
selling,  the  method  that  takes  into 
account  the  customer’s  Situation, 
Problem,  Implications,  Need-Payoff 
(SPIN).  “We’ve  added  our  own  steps 
but,  in  essence,  we  are  solution- 
based.  We  want  them  to  get  from 
point  A  to  point  B.  We’ve  found 
Google  certification  is  a  good  way  to 
begin  the  process.” 

Stephens  Media  owns  10  news¬ 
papers  in  11  states.  Vikas  Kohrana, 
Director  of  Digital  Media,  said  they 
chose  not  to  go  with  the  LAB,  Google 


or  Yahoo  programs  because  “we  want 
our  salespeople  to  know  our  prod¬ 
ucts.  Our  required  sales  force  training 
involves  our  own  social  media  and 
advertising  products” 

Charlie  Hanks  is  a  digital  sales 
specialist  at  Stephens’  Las  Vegas 
Remew  Journal.  She  works  with 
resorts  on  the  Las  Vegas  Strip  and 
automotive  sales.  With  a  background 
in  digital  design,  she  says,  “There  is 
still  a  learning  curve  and  a  refocus 
for  the  people  used  to  selling  print. 
For  a  traditional  legacy  print  rep  it 
can  be  a  difficult  transition.  In  print, 
j  we  did  all  the  work  before  the  ad  was 
i  published,  while  in  digital  there’s  so 
j  much  that’s  done  after.” 

I  She  does  point  out  that  the  Review 
j  Journal  gets  9-8  million  page  views 
per  month  in  a  city  with  a  popula¬ 
tion  of  1.9  million.  “That’s  pretty 
good,”  she  said. 

Khorana,  as  a  manager,  stresses  the 
importance  of  the  individual  salesper¬ 
son.  “We  give  tests  after  training.  We 
need  to  know  the  salesperson  knows 
I  the  product.  To  accomplish  that,  we 
have  training  for  different  knowledge 
levels,  from  novice  to  expert.” 

The  LAB  says  that,  1,200  applied 
I  for  the  certification  in  the  first  year 
j  of  the  program’s  existence  with  500 
I  becoming  certified.  “This  is  the  way 
I  the  industry  can  survive  and  thrive,” 
j  Michael  Theodore  said.  “The  future  is 
I  here  now.”  ■ 
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B&W  Press,  Inc. 

Contact; 

Dan  Kimball  /  Sales 

Phone: 

978-352-6100 

Fax: 

978-352-5955 

E-mail: 

CSR@bwpress.com  or 
Dkimball@bwpress.com 

Website: 

www.bwpress.com 

Who  We  Are 

B&W  Press  (privately 
owned,  47  years  in  business) 
is  a  G7  Master  Printer. 
Low-cost  Newspaper  inserts 
with  built-in  envelope  for 
prepaid  subscriptions, 

Direct  mail  formats  for  your 
circulation  prospects/reacti¬ 
vation  programs.  Offer 
advertisers  inserts  with 
direct  response  envelope! 
Printing,  manufacturing, 
mailing  under  one  roof! 


Benefits  to  Newspaper:  4%  to  5%  Response 

There  is  one  bright  spot  in  paid  subscription  solicitation  being  used  by  some  of  the 
most  successful  daily  and  weekly  newspapers  we  work  with.  Recently  many  of  our 
larger  daily  and  smaller  weekly  newspaper  clients  have  called  on  us  to  develop  an 
all-in-one  paid  subscription  insert/mailer  for  this  purpose. 

As  we  manufacture  various  formats  for  different  clients,  we  have  come  to  understand 
the  same  product  can  serve  two  purposes.The  all-in-one  paid  subscription  insert/mailer 
showcases  a  traditional  insert  offer  but  includes  a  postage  paid  return  envelope. The 
right  offer  immediately  closes  the  deal  as  the  customer  can  take  advantage  of  the  offer 
and  mail  their  subscription  payment  in  one  step. 

The  Benefits:  The  BRE  is  a  call  to  action 

Typically  the  direct  response  mailer  format  is  run  in  lower  quantities.  Combining  the 
newspaper  insert  fold  format  with  the  mailer  allows  for  a  greater  print  volume  discount. 
The  mailer  can  be  printed,finished,  addressed,  and  sorted  in-line  as  a  single  production 
step  for  the  best  potential  economy. This  smaller  press  run  can  be  combined  with  the 
newspaper  insert  version,  produced  at  the  same  time  as  a  single  machine  production 
run.  Often  times,  a  simple  construction  change  is  made  to  extend  the  flap  to  make  this 
form  a  better-nested  fit  for  the  mechanical  insertion.  Many  customers  use  the  all-in-one 
paid  subscription  insert/mailer  throughout  the  year  and  adjust  the  end  use  or  offer. 

Success  Stories: There  are  many 

Larger  daily  newspapers  and  local  weekly  newspapers  have  embraced  the  all-in-one 
paid  subscription  insert/mailer  model  to  boost  their  subscriber  volume. 

The  Los  Angeles  Newspaper  Group  used  the  all-in-one  paid  subscription  insert/mailer 
to  reach  potential  paid  subscribers  by  inserting  it  into  all  of  the  newsstand  copies.They 
offered  a  Target  gift  card  to  subscribers  opting  to  sign  up  for  the  EX  Pay  option  and 
converted  many  paying  subscribers. 

A  New  York  Newspaper  highlighted  the  TV  Week  weekly  listings  supplement  when 
they  used  the  all-in-one  paid  subscription  insert/mailer  for  an  anrvual  subscription  offer 
they  did  in  2010. 

The  Eagle-Tribune  in  Massachusetts  used  the  all-in-one  paid  subscription 
insert/mailer  both  as  an  insert  and  as  a  mailer  when  they  offered  an  opportunity  to  enter 
to  win  a  $1,000  grocery  giveaway  at  local  grocery  stores. Their  order  consisted  of  951,000 
pieces,  50,000  of  which  were  constructed  as  mailers. 


For  Information:  Contact  our  Customer  Service 

Paul  Beegan  -  Sales  Russ  Beegan  -  Sales  Thom  Laycock  -  CSR 

Dan  Kimball  -  Sales  Karen  Talbott -Marketing  Jan  Gustison  -  CSR 


Denise  Arnold  -  CSR 


Gannett  Imaging  and  Ad 
Design  Center  (GIADC) 

400  Locust  St.,  Suite  440 
Des  Moines,  lA  50309 
giadcinfo@gannett.com 

Contact: 

Connie  Gallagher,  Business 
Development  Manager 

Email: 

csgallag@gannett.com 
Direct:  515-284-8189 


I  Who  We  Are 

I  The  Gannett  Imaging  and  Ad 

!  Design  Center  is  a  full-service  design 
group, specializing  in  pre-media 
services  ranging  from  high-end 
revenue  generating  advertising 
campaigns  to  imaging  and  ad 
roduction  services.  With  over  400 
creative  employees,  we  are  able  to 
partner  with  you  unlike  any  other 
player  on  the  field.  Our  customers 
represent  hundreds  of  publications 
nationwide  that  demand  the  highest 
standards  of  quality. 

The  GIADC  is  currently  one  of  the 
largest  ad  production  in-sourcing/ 
outsourcing  operations,  producing  on 
average  25,000  ads  per  week  and  over 
80,000  images  per  week. The  GIADC  is 
doing  work  for  over  80  Gannett 
Newspapers,  17  Broadcast  Stations  and 
31  non-Gannett  Customers. 


Benefits  to  a  Newspaper 

Outsourcing  production  work  to  GIADC  requires  minimal  or  no  capital  investment. 
Insourcing  is  difficult  and  can  be  costly.  We've  already  laid  that  groundwork  and 
gone  through  the  growing  pains.  Now  you  have  the  opportunity  to  benefit  from 
our  experience  and  investment!  GIADC  is  a  partner  that  understands  your  business. 
We  can  contribute  more  than  just  building  ads,  becoming  a  true  extension  of  your 
team.  Quality  and  offerings  can  be  improved  in  most  locations,  helping  you 
generate  revenue.  Best  of  all,  you  free  up  your  resources  to  focus  on  what  you  do 
best— SELL. 

Why  Companies  Choose  Us 

Because  we  are  very,  very  good  at  what  we  do.  We  are  based  1 00%  in  the  US,  with 
locations  in  Des  Moines,  lA  and  Indianapolis,  IN.  All  of  our  work  is  produced 
in-house  at  those  two  locations.  Our  management  group  is  fiercely  committed  to 
the  success  of  both  our  own  teams  and  yours.  We  don't  just  think  outside  the  box. 
We  burned  the  box,  and  our  customers  win  big  as  a  result. 

How  We  Are  Different 

The  biggest  advantage  that  we  have  over  our  competition  is  that  we  live  and 
breathe  this  business  daily  just  like  you  do. The  GIADC  interacts  with  thousands  of 
sales  reps,  customers  and  Publishers.on  a  daily  basis,  so  we  understand  your 
business.  Our  goal  is  to  allow  you  to  focus  on  your  business  and  not  on  internal 
issues  dealing  with  ad  production  and  design.  We  were  a  media  company  before 
we  became  an  insourcer/outsourcer.Our  primary  business  is  that  of  publishing, 
just  like  yours.  We  understand  what  it  takes  to  meet  deadlines  and  keep 
customers  happy.  Do  what  you  do  best  and  outsource  the  rest...to  Gannett! 

Testimonial/Current  Clients/Success  Story 
The  World  Company 

"We  had  utilized  the  Photo  Toning  services  at  Gannett  for  a  number  of  years.  When  we 
were  looking  for  a  partner  for  our  Ad  Production,  they  were  the  obvious  candidates. 

We  needed  quality  work,  at  a  reduced  cost  and  a  quick  turnaround.  We  also  had  a 
definite  need  for  improved  turnaround  of  our  spec  ads,  and  we  were  wishing  to  keep 
the  work  within  the  U.S.  They  delivered  as  promised  in  each  area.  I  would  highly 
recommend  their  services  to  anyone  considering  outsourcing  their  ad  production. " 

— Ed  Ciambrone,  Production  Manager,  Lawrence  Journal-World 
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Southern  Lithoplate,  Inc. 

P.O.Box  9400 
Wake  Forest,  NC  27588 

Contact: 

Steven  Mattingly 
Senior  Vice  President  of 
Sales  &  Marketing 
Phone:800-638-7990 
Fax:919-554-0786 
Email:  SMattingly@slp.com 
Website:  www.slp.com 

Who  We  Are 

Southern  Lithoplate,  Inc.  is  the  pre¬ 
ferred  provider  of  digital  lithoplates, 
prepress  and  pressroonr  service/suppoit, 
with  the  full  spectrum  of  prepress  and 
pressroom  technologies  for  newspaper 
and  commercial  publishing.  Head¬ 
quartered  in  North  Carolina  with 
manufacturing  plants  in  North  Carolina 
and  Michigan,  Southern  Lithoplate  is  a 
steadily  growing,  privately  held, 
American-owned  company.  We  offer 
high-quality  printing  plates  that  are 
compatible  with  thermal  and  violet 
computer-to-plate  (CtP)  platesetters. 
Southern  Lithoplate  innovation  boosts 
print  profitability  today  and  into  the 
future. 


Benefits  to  a  Newspaper 

No  matter  what  kind  or  volume  of  offset  printing  you  produce,  our  customized 
solutions  can  lift  your  operation's  profits. The  best  technology,  performance  and 
service  allow  you  to  enhance  throughput,  increase  ad  revenue  and  generate  more 
commercial  work.  Proven  Replica  HSV  and  Replica  HSV  ECO  LVC  violet  plates  and 
market  share-leading  Viper  830®  and  Viper  830 TPX  thermal  plates  deliver 
commercial  quality  at  newspaper  prices.  Combining  best-in-class  digital  plates  with 
sophisticated  workflow  software,  CtP  devices  and  color  management  tools  gives  you 
new  ways  to  succeed. 

Why  Companies  Choose  Us 

Southern  Lithoplate  digital  plates  are  durable  and  long  lasting.They  exhibit  superb 
flexibility  and  control.  Your  presses  will  print  efficiently,  and  you'll  achieve  the  desired 
run  lengths.The  dot  structure  is  sharp  and  precise,  producing  clear,  crisp  images. 
Issue^with  banding  will  be  a  distant  memory.  Faster  makereadies,  shorter  time  to 
color  and  minimal  waste  will  add  up  to  pressroom  savings. 

How  We  Are  Different 

Southern  Lithoplate  is  the  only  digital  plate  company  operating  fully  integrated  and 
automated  high-speed  plate  manufacturing  lines  within  redundant  facilities.  In  the 
past  few  years,  we've  acquired  3M  and  Imation's,  Citiplate's  and  Konica  Minolta's 
manufacturing  assets  and  intellectual  property.  Our  patent  portfolio,  developed 
within  the  Southern  Lithoplate  organization,  encompasses  plate  coating,  graining 
and  manufacturing  technologies.  Expert  field  technical  expertise  and  24/7/365 
support  continue  to  earn  and  keep  customers' trust. 

Our  Strategic  Alliance  partnerships  with  pioneers  in  CtP,  workflow  systems,  color 
and  ink  management  solutions  and  notch-bend  equipment  achieve  unprecedented 
results. Together,  we  provide  easy-to-implement  solutions  and  a  depth  of  service  that 
can't  be  duplicated.The  Strategic  Alliance  partners' sales  and  business  development 
expertise  help  your  sales  teams  attain  their  goals. 

Testimonial/Current  Clients 

"Our  newspaper  and  commercial  customers  have  high  quality  expectations,  and 
Southern  Lithoplate  works  with  us  to  achieve  our  goals," said  Steve  Infinger,  director 
of  operations  at  The  Villages  (Fla.)  Daily  Sun.  Specializing  in  four-color,  spot-color  and 
black-and-white  printing  of  minitabs,  tabloids  and  broadsheets,  the  Daily  Sun 
produces  award-winning  quality  using  Viper  830  plates."We  have  great  confidence 
in  the  consistency  of  their  products  and  the  reliability  of  their  technical  support. 
Proper  dot  gain  is  a  big  part  of  maintaining  good  reproduction.  Southern  Lithoplate 
has  helped  ensure  that  the  dot  gain  is  correct  for  our  plates.  If  we  have  any  questions 
or  problems,  the  service  response  is  quick  and  helpful." 


Alliance  for  Audited 
Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina.Meinig@auditedmedia.com 

Website: 

auditedmedia.com 

Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  process.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  IcKal  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S.  daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats. The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distribution  90  days  in  advance  of  the  distribution  date,  updating  pro¬ 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 


Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope,  founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 
"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating,"Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 


Qiris  Cope,  00  of  KCMcdia  and 
diainnan  of  the  AAM  Newspaper 
Buyers' Advisory  Committee 


Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 
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AutoConX  Systems* 

3701  W.49th  St. 

Suite  200B 
Sioux  Falls,  SD  57106 

Contact:  Rob  Hage,  CEO 
Phone:  800-944-3276 

E-Mail: 

Rob@autoconx.com 
Website:  autoconx.com 

Who  We  Are 

AutoConX  is  a  robust,  yet 
affordable,  vertical  platform 
that  will  put  you  in  the 
driver's  seat  with  your  local 
dealers.The  entire  system  is 
designed  by  and  for  print 
publishers.  It  is  also  the 
dedicated  digital  platform  for 
its  parent  company:  Digital 
Community  Holdings,  Inc. 
(DCH.com) 


How  would  a  newspaper  benefit  from  your  product  or  service? 

As  print  publishers  ourselves  since  1 989,  who  have  gone  through  our  own  digital 
learning  curve  since  1997,  we  now  bring  this  digital  experience,  expertise,  and 
products  to  you  via  our  flagship:  AutoConX  platform.  We  understand  that  there  is 
no  universal  solution  to  your  vertical  needs.  We  can  assess  your  needs  and 
provide  you  with  a  customizable,  white-label  solution  to  fit  those  needs.  We  have 
a  time-tested  and  proven  business  model  that  can  generate  you  new  digital 
revenue  in  a  short  period  of  time.  Newspapers  can  also  be  assured  that  the 
AutoConx  platform  is  in  a  continuous  state  of  product  development  and 
improvement  with  its  award-winning  team. 

Success  Stories: 

With  hundreds  of  satisfied  customers,  AutoConX  won  the  Innovation  Award  in 
2010  from  the  International  Classified  Media  Association,  an  organization 
comprised  of  publishers  from  29  countries. 

Testimoniai: 

“/K  number  of  years  ago  we  started  searching  for  a  digital  auto  solution  for  our 
newspapers.  That  search  ended  when  we  found  AutoConX. 

AutoConX  offers  a  fantastic  array  of  products  and  their  service  and  support  is 
second  to  none.  We  use  their  auto  vertical  and  a  number  of  other  products  and  are 
again  a  viable  advertising  choice  for  our  automotive  dealers. 

AutoConX  is  simply  the  best  vendor  we  have  used  for  our  business,  period." 

Joe  Mathes,Vice  President 

Delta  Publications,  Inc. 
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PCF 


Publishers  Circulation 
Fulfillment,  Inc.  (PCF) 

Contact:  Sales 
Phone:1-877-723-6668 
e-mail:  sales@pcfcorp.com 
Website:  www.pcfcorp.com 


Who  We  Are 

For  over  25  years,  PCF  has  been  the 
proven  leader  in  all  operational  aspects 
of  print  distribution  for  some  of  the 
country's  major  newspapers.  As  one  of 
the  largest  home  delivery  and  distribu¬ 
tion  service  providers  in  the  United 
States,  PCF  helps  publications  of  all 
sizes  reduce  costs,  expand  or  maintain 
their  delivery  footprint,  and  stabilize 
service  to  improve  subscriber  retention. 
With  PCF  as  a  partner,  publishers  can 
offload  daily  operational  headaches, 
and  refocus  resources  on  managing 
results  and  pursuing  growth. 

Beyond  Delivery  Services,  PCF  now 
offers  Technology  and  Consulting 
Solutions  to  distribution  operations 
anywhere  in  the  country.  From  problem 
solving  to  best  practices,  PCF  has  the 
unrivaled  depth  of  knowledge  and 
expertise  needed  to  successfully 
support  print  distribution  operations  in 
today's  ever  changing  landscape. 


Benefits  to  a  Newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support  growth  and 
operational  efficiency. 

Delivery  Services  include  a  range  of  scalable,  affordable  delivery  options,  serving  a 
wide  range  of  printed  media  -  including  dailies,  weeklies,  newspapers,  magazines, 
free  publications,  Sunday  Select  and  more.  PCF  serves  more  delivery  options  than 
ever,  including  single  copy  and  bulk,  total  market  coverage,  select  market  coverage, 
zoned  delivery,  and  of  course,  traditional  home  delivery. 

Technology  Solutions  helps  you  minimize  expenses  and  maximize  revenue  through 
quick  and  easy  multi-pub  route  management,  contractor  management  and  delivery 
verification  -  available  anywhere  in  the  country  through  a  cloud-based  environment. 

Consulting  Solutions  provide  the  analyses  and  strategies  needed  for  profitable, 
sustainable  print  distribution  operations. 

These  affordable  solutions  are  designed  to  help  publishers  quickly  and  efficiently 
meet  their  on-going  distribution  needs,  while  opening  the  door  for  additional 
revenue  opportunities. 

Call  1 -877-PCF-6668  to  find  out  more  or  visit  us  at  www.pcfcorp.com 

Testimonial 

One  of  our  Technology  Solutions  clients  had  this  to  say  about  our  services: 

“PCF  Technology  Solutions  provide  a  comprehensive  distribution  system  that 
aggregates,  organizes  and  harmonizes  all  of  our  data  from  any  location,  saving  us 
countless  hours.  With  PCF,  we  have  consolidated  information  at  all  of  our  locations 
from  a  single  web  site  and  easily  get  accurate  information  to  the  correct  distribution 
center  and  contractor. 

The  application's  route  management  tools  also  provide  effective  and  efficient  ways  for 
us  to  manage  our  routes  and  react  to  day  to  day  challenges  quickly,  accurately,  and 
with  minimal  effort. 

Since  utilizing  PCF's  Technology  Solution  we  are  currently  using  about  one-fourth  the 
paper  that  we  had  previously  used  when  printing  delivery  lists  from  multiple  Circula¬ 
tion  systems. 

Finally,  it  has  been  easy  to  work  with  the  PCF  team.  They  listened  to  us  and  helped 
resolve  any  issue  we  had  when  migrating  to  their  new  system.  We  believe  they  have 
become  an  extended  part  of  our  team  and  they  are  a  welcome  addition.“ 

•  Jennifer  Thaine,  Senior  Assistant  Manager  of  RSI. 
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RBP  Chemical  Technology,  Inc. 

150  S  1 18th  St,  Milwaukee,  Wl  53214 
Contact:  Mark  Heimerl  Toll-free:  800-558-0747 
Web:  www.rbpchemical.com 
Email:  cs@rbpchemical.net 

Who  We  Are 

IS  RPB  IN  YOUR  PRESSROOM? 

A  proven  partner  in  simplifying  supply  chain  requirements,  RBP  is  the  trusted, 
go-to  supplier  for  all  things  pressroom  related.  Flexible  and  responsive,  RBP  is 
known  for  recommending  the  right  product  at  the  right  time  and  following 
through  with  impeccable  service.  RBP  will  exceed  your  expectations  with  in¬ 
novative  products  and  solutions  that  optimize  your  processes  and  lower  your 
operating  costs.  It's  this  push  for  top-notch  performance  that  makes  RBP 
Chemical  Technology . .  .The  Intelligent  Choice. 

Benefits  to  a  Newspaper 

so  MANY  REASONS  TO  CHOOSE  RBP  CHEMICAL  TECHNOLOGY 
Expect  the  highest  level  of  customer  support  and  care 

It  doesn't  matter  how  great  a  company's  products  are  if  it  doesn't  have  the 
service  to  match.  RBP's  dedicated  customer  support  staff  is  always  ready  to 
serve  you  and  takes  a  proactive  approach  by  paying  close  attention  to  your 
individual  pressroom  needs. 


Technical  service  expertise  is  readily  available 

RBP's  team  of  highly  trained  technical  service  specialists  provide  exten¬ 
sive  support  both  on  and  offsite. These  pressroom  experts  have  profound 
printing  chemistry  and  chemical  engineering  experience  enabling  them 
to  identify  issues  in  advance,  analyze  your  press  needs  and  pair  you  up 
with  ideal  products  and  solutions. 

Quality  so  distinct  you  can  see  it  in  every  printed  dot 
RBP  products  are  manufactured  and  delivered  according  to  the  industry's 
highest  quality  control  standards.  Always  striving  for  perfection,  we  take 
our  ISO  9001 :2008  certification  very  seriously.  It's  the  industry  benchmark 
that  ensures  we  give  you  100%  every  time. 

VISIT  RBPTOOLBOX.COM/PRINTING 

Fast,  easy  access  to  pressroom  consumables:  This  custom-developed 
online  product  selector  and  troubleshooter  features  complete  product  de¬ 
tails  for  thousands  of  products  organized  by  application  and  category.  At 
RBPToolbox.com/Drintina.  you'll  have  access  to  product  data  sheets  as 
well  as  the  industry's  most  comprehensive  troubleshooting  guide. 

FROM  ONE  END  OF  THE  PRESS  TO  THE  OTHER, 

RBP  HAS  YOUR  PRESSROOM  COVERED 
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EAE  (Ewert  America  Electronics,  Ltd.) 

869  Pickens  Industrial  Drive  NE,  Suite  #1 2,  Marietta,  6A  30062 
Contact:  Keith  Kandrashoff  (VP,  North  American  Sales) 
Phone:  (530)  304-5781  Website:  en.eae.com 
E-mail:  kkandrashoff@eaeusa.com 

Who  We  Are 

Over  50  years  dedicated  to  the  newspaper  press  controls  industry. 

Installed  in  over  550  produaion  sites  around  the  world  (53  in  North 
America),  EAE  is  the  largest  independent  controls  company  dedicated  to  the 
newspaper  press  market. 

Control  supplier  and  retrofit  partner  with  major  press  suppliers. 

Benefits  to  a  Newspaper 

EAE  is  the  leading  supplier  of  controls,  automation  solutions  and  software  for 
newspaper  printers.  EAE's  solutions  are  being  used  in  all  areas  of  a  news¬ 
paper  printing  plant  -  from  pre-press  to  mailroom.  Using  these  controls  our 
customers  produce  more  than  125  million  newspapers  per  day. 

Why  Companies  Choose  You 

In  operation  since  1%2,  EAE  is  ISO  9001  certified  to  ensure  the  highest  quality 
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products  continuously  extended  to  meet  all  market  requirements.  The 
result  of  these  efforts  is  products  and  solutions  with  maximized  tranparency, 
highest  possible  profitability  and  an  optimum  production  security. 

How  You  Are  Different 

The  controls  of  EAE  are  installed  at  new  presses  of  various  printing  press 
manufacturers.  EAE  also  supports  printers  in  upgrading  and  extending  their 
existing  presses  through  a  Retrofit  of  electronic  or  mechanical  components. 

When  electronic  components  fail  and  no  spares  are  available,  a  system 
retrofit  is  the  solution.  To  increase  the  reliability  and  productivity  of  a 
mechanically  sound  press,  a  retrofit  can  not  only  include  the  press  controls 
system,  but  an  entire  overall  planning  and  pre-setting  system  as  well. 

EAE  recently  completed  a  retrofit  for  the  Bremer  Daily  Newspaper.  Mr. 
Roland  Mueller,  GM  of  the  printing  plant  stated:  "The  conversion  from  the 
old  system  to  the  new  system  did  improve  the  make-ready  time  and  the 
waste  factor  right  from  the  start.  The  operation  personnel  adapted  to  the 
new  controls  very  quickly.  During  the  transition  period,  the  presses  where 
available  when  needed  and  considering  the  somewhat  poor  documentation 
from  1987,  the  project  went  off  without  a  hitch.  Seldom  did  we  have  a 
project  that  was  executed  this  smoothly.  With  better  print  quality  and  about 
300  copies  of  start-up  waste,  no  reason  to  hide  behind  our  presses  now." 
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Family  Features  *  ***■  J 

Contact:  Vickie  Rocco 

Phone:913-563-4752 

Fax:913-789-9228 

E-mail:  vrocco@familyfeatures.com 

Website:  www.ed  itors.fa  mi  lyfeatu  res.com 

Who  We  Are 

Family  Features  is  your  one-stop  resource  for  high-quality  editorial  content 
that  can  help  your  publication  increase  readership  and  drive  revenue.  We 
work  in  conjunction  with  top  nationally-recognized  sponsors  to  provide 
timely  and  professional  content  solutions  in  popular  categories  such  as  Food, 
Lifestyle  and  Home  &  Garden,  at  no  cost  to  you.  In  fact,  thousands  of 
publications  trust  Family  Features  to  continually  deliver  exceptional  content. 
So,  whether  you  need  a  fully-formatted  page,  content  to  pair  with  advertising 
or  materials  for  a  special  section,  niche  publication  or  microsite,  Family 
Features  makes  it  easy  by  providing  ready-to-download  materials  in  a  variety 
of  formats  and  word  counts. 


Reach.  Engage. 


Benefits  to  a  Newspaper 

Family  Features  has  what  you  need  to  quickly  and  easily  enhance  your 

publication  and  engage  your  audience  in  both  print  and  online. 

*  All  content  written  to  high  editorial  standards. 

*  Instant  access  to  a  wide  variety  of  timely  topiG  in  the  categories  of 
Food,  Lifestyle  and  Home  &  Garden. 

*  Customize  content  to  create  a  local  angle  or  edit  to  fit  the  space 
available. 

*  Multiple  formats  and  word  counts  offered  to  fit  your  print  and  digital 
needs. 

*  All  materials  are  absolutely  free,  ready-to-publish  and  easy  to  download. 

*  A  variety  of  automatically  updating  web  content  options  are  available 
and  can  be  integrated  seamlessly  into  your  website. 

*  Generate  revenue  by  pairing  high-quality  content  with  advertising. 
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Archive  In  A  Box  Website: 

Contact:  Mike  King  www.Archiv 

Phone:360-427-6300 
E-mail:  king@smalltownpapers.com 


Website: 

www.ArchivelnABox.com 


Who  We  Are 

ArchivelnABox*”  is  the  newspaper  scanning  service 
from  SmallTownPapers™.The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible.  Contact  us  today. 


C&W  Pressroom  Products 
Phone:  201-933-4343  Fax:  201  -933-5016 
E-mail:  orders@cwpressroom.com 
www.cwpressroom.com  .  ‘ 

Who  We  Are 

C&W's  products  are  top-shelf,  so  are  the  intangibles.  By  hiring  and  training 
the  most  experienced  and  knowledgeable  employees  and  representatives, 
C&W  features  a  superior  staff.  Our  research  and  development  team  strives 
daily  to  develop  technically  advanced  formulations. 

A  new  facility  and  increased  capacity  allows  us  to  take  on  all  new  business. 
Our  manufacturing  team  has  the  ability  to  process  and  ship  most  emergency 
orders  in  24  hours.  Our  chemistry  is  designed  to  print  an  elite  product,  mini¬ 
mize  waste  and  lower  maintenance  costs;  increasing  profits  for  your  company. 

Benefits  to  a  Newspaper 

C&W  is  committed  to  providing  newspapers  with  the  highest  quality  products 
available. C&W  has  developed  into  a  one  stop  shop;  supplying  the  industry  with 
Fountain  Solution,  Silicone,  Blanket  Wash,  Ink,  Plates,  Aerosols,  Splicing  Tape,  Gum 
Solutions,  Additives  and  other  miscellaneous  chemistry  and  products. 

C&W's  fountain  solutions  are  formulated  to  lower  water  and  ink  settings 
ensuring  rapid  migration  of  fountain  solution  into  the  ink;  allowing  for  foster 
restarts,  quicker  dean-ups,  sharper  half-tones  and  brighter  colors. 
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Available  in  print  and  ^ 
online  database  formats 


.The  Most  Comprehensive 


Resource  of  Newspapertlark^tS^ 


Book  1 : 

•  Dailies  throughout  the  world 

•  U.S.  and  Canadian  daily  newspaper  groups 

•  Syndicates  and  news  senrices 

•  Equipment/Interactive  products  and  services 

•  Associations  and  trade  organizations 

Bonus  Section 

- 137  pages  of  “Who’s  Where”  Contact  Information 


Book  2: 

•  Community  weeklies,  ethnic,  specialty  and 
free  publications 

•  Community  shoppers  and  TMC  publications 

•  Publication  appraisers  and  brokers 

•  State  and  national  newspaper  representatives 

•  Alternative  delivery  services 

•  College  and  university  newspapers 

•  Journalism  schools 

Bonus  Section 

- 133  pages  of  “Who’s  Where”  Contact  Information 


This  powerful  directory  is  your  connection  to 
key  decision-makers  in  the  newspaper  industry. 

This  directory  details  contact  information 
personnel,  circulation,  advertising  rates, 
mechanical  specifications,  commodity 
consumption,  and  equipment. 

Order  Toll  Free:  (888)  732-7323 

(949)  660-6150  (outside  U.S.) 

8:30  a.m.  -  5  p.m.,  M-F  (PT) 

Order  Online: 

Print  version: 

editorandpublisher.com/printdatabook 
Online  database: 
editorandpublisher.com/databook 
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NewsPeople 


By  Nu  Yang 

people(a)editorandpublisher.com 


Julie  Anderson  has  been  appointed  to  the  new¬ 
ly-created  position  of  vice  president  of  digital 
^  ,  publishing-Florida  with  the  Sun  Sentinel  and 

HF  y  Orlando  Sentinel  In  her  new  role.  Anderson  will 
be  responsible  for  the  Florida  digital  strategy, 
operations  and  management  of  digital  products. 
%  Her  portfolio  includes  SunSentinel.com  Orlan- 

ilk  doSentinel.com  and  all  related  websites  and 

platforms.  Anderson  has  led  internet  ventures  for  nearly  20  years, 
ranging  from  an  internet  start-up  to  serving  as  general  manager  of 
OrlandoSentinel.com. 


Ray  Chelstowski 

has  been  named 
chief  execu¬ 
tive  officer  of 
the  Newspaper 
National  Network 
LP,  a  private  partnership  owned 
by  25  of  the  largest  U.S.  newspa¬ 
per  companies  and  administered 
by  the  Newspaper  Association 
of  America.  Chelstowski  is  the 
former  senior  vice  president/ 
national  sales  and  marketing  of 
Digital  First  Media,  where  he  was 
responsible  for  more  than  $100 
million  in  national  advertising 
revenue  against  a  portfolio  of  800- 
plus  print  and  digital  platforms.  He 
also  has  served  as  U.S.  publisher 
of  The  Newsweek/Daily  Beast  Co. 
and  publisher  of  Entertainment 
Weekly  and  Rolling  Stone. 

Peter  Gutierrez 

has  been  named 
circulation  director, 
West  Coast  region, 
with  American 
Circulation  Innova¬ 
tions.  In  this  role,  Gutierrez  will  be 
responsible  for  day-to-day  home 
delivery  and  single-copy  opera¬ 
tions  for  ACI’s  western  region  mar¬ 
kets  and  will  assist  in  launching 
new  markets  as  ACI  expands.  In 
addition,  Gutierrez  will  work  on  de¬ 
veloping  innovations  that  further 
differentiate  ACI  by  continually  im¬ 
proving  service  and  adding  more 
value  for  customers.  Gutierrez 
most  recently  served  as  circulation 
director  for  Dow  Jones  Local  Media 
Group,  where  his  responsibilities 
included  circulation  sales/market¬ 
ing,  production/operations  and 
transportation  for  The  Stockton 
(Calif.)  Record.  Prior  to  joining  Dow 
Jones,  he  held  various  circulation 
positions  with  the  San  Jose  (Calif.) 
Mercury  News. 


James  Moroney  III  has  been  named 
chief  executive  officer  of  A.  H.  Belo 
Corp.,  effective  in  September.  Moroney 
is  currently  executive  vice  president  of 
the  company  and  publisher  and  CEO 
of  the  Dallas  Morning  News.  He  will 
succeed  Robert  Decherd,  who  has 
been  CEO  since  2008.  Decherd  will 
become  vice  chairman  of  the  board  of 
directors  and  continue  to  serve  as  a 
board  member. 

Lincoln  Millstein  has  been  promoted 
to  senior  vice  president  and  special 
assistant  to  the  CEO  of  Hearst  Corp. 
Millstein  previously  served  as  execu¬ 
tive  vice  president  and  deputy  group 
head  of  Hearst  Newspapers.  He  joined 
the  company  in  2005  and  has  since 
held  positions  as  director  of  digital  me¬ 
dia  and  senior  vice  president  of  Hearst 
Newspapers.  In  1995,  he  co-founded 
The  Boston  Globe’s  Boston.com,  man¬ 
aging  the  site  for  five  years  before  tak¬ 
ing  the  role  of  executive  vice  president 
at  New  York  Tirhes  Digital.  His  print 
newspaper  roles  include  business  edi¬ 
tor  at  the  Hartford  Courant  and  The 
Boston  Globe,  and  stints  as  features 
editor,  city  editor  and  managing  editor 
at  the  Globe. 

Stephen  Buel  has  been  named  pub¬ 
lisher  of  the  San  Francisco  Bay  Guard¬ 
ian.  Buel  is  editorial  vice  president  of 
the  San  Francisco  Newspaper  Co.  In 
addition,  Marke  Bieschke  has  been 


named  interim  editor  of  the  paper.  Bi¬ 
eschke  is  the  paper’s  managing  editor 
and  nightlife  columnist. 

Davis  J.  Taylor  has  been  named  pub¬ 
lisher  of  Lee  Central  California  News¬ 
papers,  which  includes  the  Hanford 
(Calif.)  Sentinel,  the  Selma  (Calif.) 
Enterprise  and  the  Kingsburg  (Calif.) 
Recorder.  Taylor  previously  was  sales 
and  marketing  director  for  the  Times- 
Delta  Media  Group  in  Visalia,  Calif. 
His  publishing  career  of  31  years  also 
includes  sales  and  marketing  execu¬ 
tive  positions  at  the  Seattle  Times, 
Oakland  Tribune  and  Media  News 
Group,  San  Jose  Mercury  News  and 
Harte-Hanks  Communications. 

Todd  J.  Peterson  has  been  named  vice 
president  of  circulation  for  the  Albany 
(N.Y.)  Times  Union.  Peterson  will  be 
responsible  for  circulation  sales  and 
marketing,  as  well  as  home  delivery  op¬ 
erations.  Peterson  joins  from  Gate- 
House  Media  in  Boston,  where  he  was 
vice  president  of  circulation  and  audi¬ 
ence  development.  Before  that,  he  was 
retention  and  engagement  manager  of 
U.S.  Community  Publishing  at  Gannett 
Co.  in  Asheville,  N.C.  Peterson  replaces 
Mark  Vinciguerra,  who  left  the  paper 
to  become  the  publisher/general  man¬ 
ager  at  Hudson  Catskill  Newspapers. 

j  Mark  Hoff  has  been  named  vice 

I  president  of  marketing  with  WoodWing 
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Software,  a  leading  vendor  of  multi¬ 
channel  publishing  and  digital  asset 
management  solutions  for  publishers, 
corporates  and  agencies.  For  nearly  six 
years,  Hoff  held  the  position  of  market¬ 
ing  director  EMEA  at  Epicor,  a  vendor 
of  business  software  solutions  for  man¬ 
ufacturing,  trade,  hospitality  as  well  as 
service  and  consulting  companies. 

Caleb  Solomon  has  been  named  edi¬ 
tor-at-large  for  Bloomberg  News’  Top 
News.  Solomon  most  recently  served  as 
managing  editor  at  The  Boston  Globe. 
He  had  been  with  the  Globe  since  2003. 
Prior  to  that,  Solomon  worked  at  The 
Wall  Street  Journal. 

Glenn  Frankel  will  retire  as  direc¬ 
tor  of  the  school  of  journalism  at  the 
University  of  Texas— Austin  after 
the  2013-14  academic  school  year. 

In  his  last  year,  Frankel  will  focus  on 
transforming  the  curriculum  in  the 
journalism  master  program  and  focus 
on  helping  a  new  p)erson  transition 
into  his  position.  Frankel,  a  former 
Washington  Post  editor  and  Pulitzer 
Prize- winning  journalist,  was  hired  as 
the  director  in  2010. 

Emilio  Garcia-Ruiz  has  been  named 
managing  editor  of  The  Washington 
Post.  He  will  be  responsible  for  digital 
initiatives  and  operations,  video,  the 
presentation  departments  of  photo, 
graphics,  and  design  and  the  multiplat¬ 
form  editing  desk:  He  was  previously 
the  Post’s  digital  strategy  editor. 

Anthony  De  Rosa  has  been  named 
editor  in  chief  at  Circa.  Most  recently, 
De  Rosa  served  as  Reuters  social  media 
editor.  He  joins  an  editorial  team  of  12 
editors  at  Circa. 

Kevin  Gentzel  has  been  named  chief 
revenue  officer  with  The  Washington 
Post.  He  will  lead  the  print  and  digital 
advertising  teams,  the  growing  confer¬ 
ences  business  and  targeted  products. 


Most  recently,  Gentzel  was  CRO  of 
News  Distribution  Network  (NDN), 
based  in  New  York.  Previously,  he  was 
the  CRO  of  Forbes  Media  LLC. 

Todd  Bailey  has  been  appointed 
managing  editor  with  the  Hobbs  (N.M.) 
News-Sun,  succeeding  Daniel  Russell 
who  was  promoted  to  publisher.  Bailey 
began  his  career  at  the  News-Sun  in 
1997  as  a  sportswriter  and  was  promot¬ 
ed  to  sports  editor  in  2000.  He  later 
worked  for  the  Santa  Fe  New  Mexican 
as  a  sportswriter  and  editor.  Bailey  also 
served  as  a  neighbors  news  editor  for 
the  Houston  Chronicle  before  returning 
to  the  News-Sun  in  2012. 

Beryl  Love  has  been  named  executive 
editor  at  Gannett  News  Service,  where 
he  is  responsible  for  integrating  the 
efforts  of  USA  Today,  U.S.  Community 
Publishing  and  Gannett  Broadcast. 
Most  recently.  Love  was  executive  edi¬ 
tor  at  the  Reno  (Nev.)  Gazette-Journal. 
Previously,  he  served  as  news  editor  at 
the  Cincinnati  Enquirer  and  as  news 
editor  at  Quad-City  Times. 

Kim  Murphy  has  been  named  national 
editor  of  the  Los  Angeles  Times.  She 
succeeds  Roger  Smith,  who  has  retired 
after  36  years.  Murphy  joined  the 
Times  in  1983  as  a  general  assignment 
reporter  for  the  Orange  County  edition. 
In  2005,  she  won  the  Pulitzer  Prize  for 
International  Reporting. 

Liz  Heron  has  been  promoted  to  edi¬ 
tor  of  emerging  media  for  The  Wall 
Street  Journal  and  Dow  Jones.  In  this 
position,  she  will  unite  the  social  me¬ 
dia  and  mobile  journalism  staff  into 
one  team.  Heron  joined  the  Journal 
in  2012  as  director  of  social  media. 
Prior  to  joining  the  Journal,  she  was 
a  social  media  editor  at  The  New  York 
Times.  Heron  has  also  served  as  a 
reporter  and  producer  at  ABC  News 
and  a  producer  and  editor  at  The 
Washington  Post. 


Steven  Bems  has 

been  appointed 
executive  vice 
president/chief 
financial  officer  with 
the  Tribune  Co.  He 
will  be  responsible 
for  overseeing  all 
finance  functions, 
including  financial 
reporting,  treasury, 
tax,  and  audit.  He 
joins  the  company  from  Revlon,  Inc. 

'  In  addition.  Chandler  Bigelow,  who 
has  served  as  the  company's  CFO 
since  2008,  has  been  appointed  to  the 
newly-created  position  of  executive 
vice  president/chief  business  strate¬ 
gies  and  operations  officer.  In  this 
new  role,  Bigelow  will  oversee  the 
company's  equity  investments  and 
its  real  estate  portfolio. 


1 


Michael  D.  Bolden 

has  been  named 
editorial  director 
with  the  Johns, 
and  James  L.  Knight 
Foundation.  Most 
recently,  Bolden  was  an  editor  at 
The  Washington  Post.  FTior  to  that, 
he  was  editor  of  the  weekly  televi¬ 
sion  magazine  at  the  Miami  Herald 
and  supervised  the  production  of 
other  features  department  sections. 
Bolden  previously  worked  for  the 
Times-Picayune  in  New  Orleans  and 
the  Northwest  Florida  Daily  News  in 
Fort  Walton  Beach. 

Vineeta  Sawkar  has 

been  named  on- 
camera  host  of  the 
-  StarTribune.com's 
video  news  op¬ 
eration.  Sawkar  will 
work  with  Star  Tribune  reporters  and 
editors  aaoss  the  newsroom  and  help 
StarTribune.com  continue  to  refine 
and  expand  its  video-centric  news¬ 
gathering  and  delivery  resources. 
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She  will  produce  and  appear  in  daily 
features  and  breaking-news  reports 
and  conduct  in-depth  interviews  with 
journalists  and  newsmakers. 

Skip  Fbster  has  been 
named  publisher 
of  the  Northwest 
Florida  Daily  News. 
Foster  previously 
served  as  pub¬ 
lisher  of  the  Shelby  Star  in  Qeveland 
County,  N.C.,  since  2007.  Prior  to 
serving  as  publisher,  Foster  served 
as  the  paper's  editor  for  10  years. 

BIA/Kelseyhas 
promoted  Michael 
Boland  to  vice  presi¬ 
dent,  content,  and 
Jed  Williams  to  vice 
president,  consulting. 
In  addition,  Whrren 
Kay  has  joined  the 
firm  as  executive- 
in-residence.  Bolan 
will  direct  internal 
programs,  such  as 
the  evolution  of  BIA/ 
Kelsey’s  Custom 
Advisory  Ser¬ 
vices.  He  joined  the 
company  in  2005. 
lAfiUiams  will  man¬ 
age  the  company's  growing  strategic 
consulting  practice  and  will  remain 
focused  on  helping  clients  build  and 
execute  successful  digital  media  busi¬ 
ness  strategies.  In  his  new  role,  Kay 
will  provide  expert  counsel  to  dients 
of  BIA/Kelsey's  Custom  Advisory 
Services  and  lend  his  expertise  to 
the  firm’s  coverage  of  digital  media 
sales  transformation.  Saved  Photos  of 
Boland,  lAfiUiams  and  PCay 

Dave  lieber  has  been  named  The 
Watchdog  investigative  columnist  at 
The  Dallas  Morning  News.  He  previ¬ 
ously  spent  20  years  as  a  metro  col¬ 
umnist  for  the  Fort  Worth  Star-Tele- 


Andrew  P.  Scott  has  been  named  depu¬ 
ty  director  of  multimedia  at  USA  Today. 
He  previously  served  as  news  and  sports 
photo  editor  at  the  paper.  Prior  to  that, 
he  was  photo  editor  and  photographer  at 
The  Dallas  Morning  News. 

Marc  Dubroca  has  joined  Twipe 
Digital  Publishing  as  head  of  business 
development  Southern  Europe.  In 
his  new  role,  Dubroca  will  be  re¬ 
sponsible  for  developing  the  French, 
Italian,  Spanish  and  Swiss  markets  for 
newspaper  and  mageizine  publishers. 
Previously  he  was  in  charge  of  business 
development  at  Quark,  Eidos  Media, 
Woodwing  and  Atex. 

Jan  Larson  McLaughlin  has  been 
named  editor  of  the  Sentinel-Tribune 
in  Bowling  Green,  Ohio.  She  has 
been  with  the  paper  for  29  years  and 
most  recently  served  as  the  county 
editor,  where  she  oversaw  local 
county  news  coverage. 

Karlo  Pastrovic  has  joined  the  New 
York  Daily  News  as  photo  editor.  He 
was  most  recently  freelance  photo 
editing  at  CBSNews.com  and  also  at 
AMI  special  issue  publications.  Before 
that,  he  was  deputy  photo  editor  at 
The  Daily. 

John  Paton,  CEO  of  Digital  First 
Media,  has  been  has  been  appointed 
non-executive  director  to  the  Guard¬ 
ian  Media  Group  board  along  with 
Ronan  Diinne,  CEO  of  Telefonica 
UK  Limited  (02).  Paton  is  the  co¬ 
founder  of  impreMedia;  a  director  of 
Canada’s  largest  newspaper  company. 
Postmedia  Network,  a  member  of  the 
board  of  advisors  for  the  City  Uni¬ 
versity  of  New  York  Graduate  School 
of  Journalism  and  member  of  the 
board  of  directors  of  Spanish  news¬ 
paper  El  Pais.  Dunne  has  been  CEO 
of  Telefonica  UK  and  a  member  of 
the  Telefonica  Europe  pic  board  since 
April  2008. 


The  Buffalo  (N.Y.)  News  has  promoted 
four  executives.  Bryan  Donohue  was 
named  senior  vice  president,  respon¬ 
sible  for  all  financial  matters  and  for 
day-to-day  operations.  Donohue  had 
been  chief  financial  officer.  War¬ 
ren  Todd  Colville  was  named  vice 
president  of  sales,  responsible  for 
all  revenue  of  the  News,  both  adver¬ 
tising  and  circulation.  Colville  had 
been  director  of  retail  advertising 
and  direct  marketing.  Bryan  Carr 
was  named  vice  president  of  produc¬ 
tion,  responsible  for  all  production  of 
traditional  products  as  well  as  TBN 
Direct  marketing  group.  Carr  had  been 
production  director.  Carol  Horton 
was  named  vice  president  of  marketing 
and  public  relations.  Horton  is  also  the 
company  spokeswoman.  She  had  been 
marketing  director. 

The  newly  combined  operations  of 
The  Wall  Street  Journal  and  Dow 
Jones  Newswires  have  named  A1  An- 
spaugh  editor  of  news  operations  and 
Chaz  Repak  deputy  editor  of  news 
operations.  They  will  be  responsible 
for  budgets  and  staffing,  contracts, 
capital  spending  and  real  estate/facil¬ 
ities.  Anspaugh  most  recently  served 
as  an  assistant  managing  editor  of 
the  Journal  and  Repaz  most  recently 
served  as  global  operations  editpr  for 
Dow  Jones  Newswires. 

The  Chicago  Sun-Times  has  reorga¬ 
nized  its  leadership  positions.  Jim 
Kirk  has  been  named  publisher  and 
will  also  continue  to  serve  as  edi¬ 
tor.  The  company  has  reorganized 
publications  into  two  groups  —  CST 
Group  and  STM  Local.  Kirk  will 
be  editor  and  publisher  of  the  CST 
Group  of  larger  publications:  the 
Chicago  Sun-Times,  the  Southtown- 
Star,  the  Joliet-Herald  News,  the 
Post-Tribune,  Splash,  Grid  and  the 
Chicago  Reader.  Robert  K.  Elder  has 
been  appointed  editor  in  chief  of  the 
STM  Local  suburban  newspapers. 


editorandpublisher.com 


AUGUST  2013  |  E  ft  P  |  6l 


Bgram.  Before  joining 
the  Star-Telegram 
in  1993,  he  spent  a 
decade  as  a  reporter 
at  The  Philadelphia 
Inquirer. 


Dan  Marsh  has  been 
named  managing 
editor  of  The  Ada 
(Okla)  News.  Marsh 
hasvrorkedinthe 
newspaper  business 
for  24  years.  He  was  a  reporter  for  the 
Hope  (Ark.)  Star  before  moving  on  to 
work  as  a  reporter  for  daily  newspa¬ 
pers  aaoss  southwest  Arkansas.  In 
1999,  Marsh  moved  to  Texas,  where  he 
was  an  editor  for  the  Herald  Democrat 
in  Sherman,  Texas  and  the  McKinney 
(Texas)  Courier-Gazette.  He  returned 
to  Arkansas  in  2006,  becoming  editor 
of  the  Arkadelphia  Siftings  Herald  He 
also  worked  as  a  features  writer  for 
the  Arkansas  Democrat-Gazette. 


John  Solomon  has 

been  named  editor 
of  The  Washington 
Times.  Solomon  is 
returning  after  a 
four-year  hiatus  to 
oversee  the  newspaper’s  content, 
digital  and  business  strategies.  In  ad¬ 
dition  to  being  editor,  he  also  will  take 
on  broader  responsibilities  as  the 
company’s  vice  president  for  content 
and  business  development. 


JR  Ball  has  been 
named  news  man¬ 
ager  of  N0I_A.com, 
The  New  Orleans 
Times-Picayune’s 
news  operation  in 
Baton  Rouge,  La.  He  will  oversee  an 
expanding  team  of  reporters  cover¬ 
ing  Baton  Rouge  news.  He  previously 
served  as  executive  editor  of  the 
Baton  Rouge  Business  Report. 


including  the  Pioneer  Press  publica¬ 
tions,  the  Naperville  Sun  and  the 
daily  newspapers  in  Aurora,  Elgin  and 
Lake  County.  Jim  Hickey  is  the  STM 
Local  general  manager.  Paul  Pham 
has  been  appointed  CST  Group  senior 
vice  president. 

Gary  Omernick  has  been  appointed 
publisher  of  the  Santa  Cruz  (Ca¬ 
lif.)  Sentinel,  succeeding  Michael 
Turpin,  who  has  been  promoted  to 
executive  vice  president  and  chief 
revenue  officer  of  the  Bay  Area  News 
Group  in  San  Jose,  Calif.  Omernick 
will  remain  publisher  of  the  Mon¬ 
terey  Herald,  a  position  he  has  held 
since  2007.  He  will  be  joined  by 
Robert  Powell,  the  Heralds  vice 
president  of  advertising,  who  will  fill 
a  similar  role  for  the  Sentinel. 

Rem  Rieder  has  been  named  media 
editor  at  USA  Today.  Most  recently,  he 
served  as  editor  and  senior  vice  presi¬ 
dent  of  American  Journalism  Review 
based  at  Philip  Merrill  College  of  Jour¬ 
nalism  at  the  University  of  Maryland, 
College  Park.  Rieder  became  editor  in 
1991  and  also  served  as  a  lecturer  in 
the  college. 

Darcy  Keller  has  been  appointed  as 
global  communications  director  with 
the  Financial  Times.  She  will  be  re¬ 
sponsible  for  all  external  and  internal 
communications  across  FT  Group. 
Keller  also  joins  the  FT  executive 
board,  which  oversees  the  company’s 
global  strategy  and  performance.  She 
has  held  a  number  of  senior  posi¬ 
tions  at  the  FT  since  joining  in  2007, 
including  deputy  director  of  global 
communications,  head  of  the  global 
press  office  and  head  of  communica¬ 
tions  in  the  Americas.  Since  2010,  she 
has  served  on  the  company’s  senior 
management  and  digital  executive 
teams,  responsible  for  the  FT’s  digital 
and  mobile  strategy  and  growth  in 
recent  years. 


Dennis  Noone  has  been  named  edi¬ 
tor  and  the  Auburn  (Calif.)  Journal. 
He  replaces  Jenifer  Gee,  who  has 
resigned.  Noone  began  his  career 
at  the  Ventura  County  (Calif.)  Star, 
moving  up  from  reporter  to  assistant 
city  editor  and  then  copy  desk  chief. 
He  left  the  Star  to  become  senior  copy 
editor  and  deputy  copy  desk  chief  at 
the  Dallas  Morning  News  where  he 
spent  17  years.  He  next  served  tis  news 
editor  with  Gannett  News  Service  in 
McLean,  Va.,  then  as  the  Washing¬ 
ton  editor  for  Gannett  News  Service 
in  Washington,  D.C.  From  there,  he 
became  editor  of  the  Nevada  Appeal 
in  Carson  City,  Nev. 

Rich  Colandrea  has  been  named 
director  of  corporate/national  sales 
with  North  Jersey  Media  Group. 
Colandrea  spent  more  than  three 
decades  in  senior  leadership  roles  at 
The  New  York  Times,  including  execu¬ 
tive  director  of  The  New  York  Times 
Magazine,  manager  of  the  Times' 
national  sales  offices,  and  manager  of 
studio  and  Broadway  advertising.  He 
created  The  New  York  Times  Travel 
Show  and  played  a  key  role  in  launch¬ 
ing  the  newspaper’s  Play  magazine. 
Colandrea  began  his  media  career  as 
a  reporter  for  The  Item  ofMillhum- 
Short  Hills. 

Philip  Maramba  has  been  named 
managing  editor  of  the  Charleston 
(W.V.)  Daily  Mail.  Maramba  suc¬ 
ceeds  Brad  McElhinny,  who  was 
promoted  to  editor  and  publisher 
after  the  departure  of  longtime  editor 
Nanya  Friend.  Maramba  has  worked 
at  the  Register-Herald  in  Beckley  as  a 
copy  editor  and  the  Charleston,  S.C., 
Post  and  Courier,  as  a  senior  design 
editor.  He  has  been  design  editor  at 
the  Daily  Mail  from  2002  until  2004, 
and  again  from  2005  until  the  pres¬ 
ent.  He  was  news  editor  from  2010 
until  now. 
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METRO  &  UNIVERSAL:  HARRIS  V15D,  V25,  V30; 
SOLNA;  KING;  TENSOR;  &  DAUPHIN 
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Ishoptalk  /  commentary 

Where’s  the  appreciation 
for  journaiists? 

By  Joe  Mathewson 


It’s  no  wonder  that  English 
majors  have  long  faces  now 
at  graduation  time.  Employ¬ 
ers,  it  seems,  don’t  need  recruits 
whose  strong  suit  is  Shakespeare.  Not 
to  mention  those  who’ve  focused  on 
the  wisdom  of  Confucius  and  Aristotle 
and  Locke  and  Mumford,  or  those 
captivated  by  Bernini  and  Picasso  and 
Debussy  and  Frank  Lloyd  Wright. 

As  always  at  this  time  of  year,  it’s  the 
engineers  and  computer  scientists  and 
business  majors  who  are  celebrated 
—  and  sought  after.  Not  that  English 
majors  put  money  first,  but  who  among 
us  doesn’t  take  notice  when  newly- 
minted  petroleum  engineers  command 
starting  salaries  of  $93,500!  That’s 
the  astounding  figure  reported  by  the 
National  Association  of  Colleges  and 
Employers  in  its  2013  salary  survey. 
Software  engineers  start  this  year  at 
$71,666  and  industrial  engineers  at 
$62,245,  according  to  a  survey  by  the 
Employers  Resource  Association. 

The  ugly  ducklings  of  the  job  hunt,  as 
usual,  are  the  liberal  arts  and  humani¬ 
ties  majors.  According  to  still  another 
survey,  by  CareerBuilder  and  Career- 
Rookie,  those  bookworms  are  the 
lOth-most-sought-after  category  of 
college  graduates  —  out  of  10.  A  mere 
6  percent  of  employers  want  them, 
compared  to  31  percent  hiring  business 
grads  and  24  percent  seeking  computer 
and  information  sciences  majors. 

If  the  liberal  arts  don’t  provide  the 
technical  training  that’s  so  valuable 
in  today’s  marketplace,  what  does 
such  study  instill?  Critical  thinking 
and  expression.  Appreciation  for  the 
enduring  human  virtues  of  truth,  fair¬ 


ness,  perseverance,  individual  dignity, 
courage,  beauty,  compassion  and 
decency.  And,  ideally,  a  commitment 
to  living  them  and  celebrating  them  in 
lifelong  learning. 

But  marketable?  Hardly. 

However,  please  turn  the  page. 

What’s  happening  simultaneously 
over  here,  in  the  tumultuous  world 
of  journalism? 

The  media  business  and  the  journal¬ 
ism  profession  are  distracted,  indeed 
disrupted,  by  the  dismal  economics  op¬ 
pressing  them.  Newspaper  advertising 
revenue  halved  in  five  years.  News¬ 
rooms  hollowed  out  by  forced  cutbacks, 
empty  desks  outnumbering  those 
occupied  by  the  lucly^  survivors.  Seven 
days  cut  to  three.  Faux  news  organiza¬ 
tions  peddling  ideology  and  cant. 

Yet  the  Googles  of  the  world  still 
hunger  for  news.  Not  that  theyll 
produce  it,  of  course.  But  their  desire 
to  search,  classify,  aggregate  and  dis¬ 
tribute  somebody  else’s  news  product 
reflects  an  implicit  truth  that  the 
whole  world  knows:  mankind  is  more 
receptive  to  news  and  more  constantly 
consuming  it  than  ever  before  in  hu¬ 
man  history. 

But  if  Google  isn’t  a  “content  genera¬ 
tor,”  who  is?  Journalism  professionals 
know  the  answer  well:  they  are  still 
the  principal  seekers  of  the  truth  that 
people  thirst  for. 

And  what  are  the  enduring  human 
virtues  embodied  in  the  finest  journal¬ 
ism,  the  qualities  that  humans  yearn 
for  in  their  own  daily  lives? 

Truth.  Fairness.  Perseverance. 
Individual  dignity.  Courage.  Beauty. 
Compassion.  Decency. 


So,  in  the  face  of  what  should  be  per¬ 
fect  congruity  between  the  study  of  the 
liberal  arts  and  the  needs  of  this  noble 
profession,  instead  there’s  a  perfect 
storm.  Journalism  schools  are  seeing 
more  of  their  smart,  talented  gradu¬ 
ates  head  off  to  law  school  or  corpo¬ 
rate  communications  or  marketing. 
Their  admissions  officers  fret  about 
the  outlook  for  future  enrollment. 

Why  this  disconnect  where  there’s 
such  an  identity  of  values? 

Of  course,  it’s  partly  because  young 
people,  even  our  journalism  students, 
don’t  read  newspapers,  at  least  not  in 
printed  form,  and  so  have  only  a  lim¬ 
ited  sense  of  the  work  of  the  journal¬ 
ists  whose  product  they  are  consuming 
online.  News  is  a  commodity  rather 
than  a  work  of  art.  Witness  the  low 
public  regard  for  journalists. 

But  it’s  also  because  the  profes¬ 
sion  and  the  J-schools  haven’t 
yet  recognized  that  today’s  young 
people,  so  enthralled  by  the  wonders 
of  technology,  need  to  be  told  what 
journalists  do,  told  how  exciting 
and  gratifying  the  work  is,  told  how 
essential  their  intellects  and  values 
are  to  our  democracy.  (And,  not  so 
parenthetically,  told  that  they  can 
be  taught  the  video  and  Web  skills 
valued  in  today’s  journalism.") 

It’s  a  marketing  challenge,  one  that 
should  upstage  all  other  marketing 
priorities  of  news  organizations  and  J- 
schools  today.  For  without  journalists, 
future  journalism  won’t  be  much. 

It’s  time  we  recognized  it.  ■ 

Joe  Mathewson  teaches  at  North¬ 
western  Unix)ersity’s  Medill  School 
of  Journalism,  Media,  Integrated 
Marketing  Cofnmunications. 

He’s  a ^rmtr  Wall  Street  Journal 
reporter  and  the  author  of  “The 
Supreme  Court  and  the  Press:  The 
Indispensable  Conflict.” 
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